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IT IS THE 


GENUINE 


You don’t have to beat around 
the bush with any explanations 
about the genuineness of the 
Walworth Master Stillson. It is 
the genuine Stillson and needs no 
reputation but its own to sell it. 
The good name of the Walworth 
Stillson goes straight back sixty 
years to the first wrench that 
Dan Stillson made for Walworth. 







Teeth That 
KEEP 
Their Bite 





































Its new red handle identifies 
the genuine Master Stillson as 
having tougher, heavier teeth 
than even its genuine predeces- 
sors... and working parts which 
have been strengthened by the 
new Walworth pyrochron pro- 
cess of heat treatment. 


The word “genuine” means 
something to men who know 
wrenches. And it will mean more 
sales to you. 


WALWORTH COMPANY 


General Sales Offices: 51 E. 42nd St., New York 


Walworth International Co. 
Foreign Representative, 11 Broadway, N. Y. 





Walworth Company Limited 
620 Cathcart St., Montreal, P. Q. 


Distributors in Principal Cities of the World 
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Intrepid birdman has 
now conquered both 
poles and the Atlantic 


Greenfield Tools play vital 
part in latest Expedition 


W INGING fearlessly over frozen 

wastes never before looked down 
upon by man, taking chances seldom 
equalled in the annals of courageous 
enterprise, Commander Richard E. Byrd 
has attained his third major objective 
in the brief span of five years. 





Aided by willing hands and sturdy 
planes, this modern Viking laid open 
the mysteries of the desolate South Polar 
regions with the same clean-cut preci- 
sion, the same unerring judgment which 
characterized his epoch-making North Pole flight and his 
perilous hop over the storm-ridden Atlantic. 


It is almost inconceivable that men and equipment could 
show sufficient stamina to accomplish three such objectives 
without major accident. Yet the fact remains,—a marvelous 
tribute to the men and equipment, and a scarcely less en- 
during tribute to the man who selected them. 


We counted it an exceptional compliment when Greenfield 
tools were chosen for the repair and maintenance work upon 











Conquerors of the South Polar regions. The executives of the Byrd Antarctic Expedition 


which the success of the Byrd Antarctic Expedition might 
eventually hinge. And now that they have successfully 
accomplished their arduous task, may we be pardoned for 
saying, ““We told you so?” 


For we knew Greenfield tools would never fail in their part of 
the work, From past performance, we trusted their worth as 
explicitly as the American people trusted Commander Byrd 
by tendering him ungrudging support. And like him, they 
did not fail. 
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They’re little, but they helped in a man-size job! Shown in the photograph above are the 
Greenfield tools used for all threading, drilling and reaming work by the Byrd Antarctic Expedition. 


GREENFIELD TAP e» DIE CORPORATION, GREENFIELD, MASSACHUSETTS 


NEW YORK: 15 Warren Street 


CHICAGO: 611 West Washington Boulevard 


DETROIT: 228 Congress Street, W. 
H. A. Dec. 19, 1929 





HARDWARE AGE, published weekly by the RON AGE PUBLISHING CO., 


class matter May 22. 1913. at the Post Office at New York, under the 


239 West 39th Street, New York, N. Y., U. S. A. Entered as second 
Act of March 3, 1879. (Printed in U. S. A.) $3.00 per year. Single copies 


25e. each. Vol. 124, No. 25. 




































Even though the Ames 
Shovel and Tool Company 
is foreed to meet re- 
grettable and unsound 
price changes, the quality 
of Ames Shovels will 
always be maintained. 


Cb Len Fah 


Ames Shovel & Tool Company 


President 
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NOW 


get your Geb” inerease on 


Eveready Biashiight business 


YEAR AFTER YEAR has shown that the average Eveready 
Flashlight dealers have a 46% gain in the flashlight busi- 
ness at Christmas time. We didn’t think that was enough. 
So last year at Christmas time we took two groups of 
dealers. Each group equal in every way. 

One group used the Eveready Window and Counter 
Displays that tied-in with the Christmas advertising cam- 
paign. The other group went along as usual and did not. 
When the campaign ended, the dealers using the displays 
showed a 73% gain! 

They got their usual 46% plus 27% more! The group 
not using the displays had only the regular 46%. 

Now, it’s Christmas again! Here’s your chance to mop 
up. There’s a big advertising campaign about to break 
loose. The large card illustrated is the one that made 
the gain last year. In addition you can get special Christ- 
mas slip-covers to go over your standard Eveready 
displays. 

Let your register-bells ring a carol of cash. Get in 
touch with your salesman or write us for the display 
material. Make your Eveready Flashlight and Battery 
stock complete—and go to it with displays! 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Kansas City New York San Francisco 


Chicago 
Unit of Union Carbide UCC and Carbon Corporation 


Branches: 





EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—they sell faster 
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Here’s how the regular 

displays look when 

they’re dressed up. Some 
others to the left. 
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Don’t Let Squirrel Chatter 
DRIVE YoU NUTTY 


An Inch of Demonstration is worth 
a Yard of Conversation— 





FTER the talk is all over, you can demon- 
strate Bosley’s ‘‘Bomeco”’ for yourself : 


Simply pull out a foot of this All-Bronze 
Weather Strip from the carton. Coil this 
piece until it is reduced to the size of a silver 
dollar. The hemmed edge prevents cracking! 
Pull out the coil and you have a perfect 
strip! 


No near-bronze strip will stand 
this test. Try it. 





’ Flimsy metal weather strip 
sold in lengths will bend and 
crack — not Bosley’s. And 
salitatthe iictain ‘‘Bomeco” is only one of 
Hardware Jobbers many types in a price range 

for all classes of homes, 

Just 


Made for over sixty years 





by—The D.W. Bosley Co.., 
Say Chicago, III. 


“BOMECO” ALL BRONZE—HEMMED EDGE 


ROSLEY’ 









Weather Strip 


TRADE MARK REGISTERED 
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vA our friends in the 
Hardware Trade, 





as with whom we have had 
Z\\\ as -  guch cordial relations 
axe” for so many years, we 


wish a Merry Christmas 
and a Happy and 
Prosperous New Year 
































NICHOLSON FILE CO. 


Providence, R.1., U.S.A. 


NICHOLSON 
FILES “= 


A PILE FOR’ EVERY PURPOSE 





og alrite 
































Write now---today---for a 
miniature sample roll of 
U. S. POULTRY FENCE! 
A request on your firm 
letter-head will bring this 
free sample promptly. 


Makers Also of 


IMPERIAL Fence 
Gates---Steel Posts 





A Complete Line of 
Farm Fence 
Hog Fence 
Poultry Fence 
Lawn Fence 
Farm Gates 
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“All Is Not Gold 
That Glitters” 


LL Tubular and Clinch rivets may 
look alike in so far as they are all 
made of metal and bear a certain re- 
semblance in form and finish. There 
is, however, a marked difference in the 
metal itself, to say nothing of the work- 
manship and finish. We have manu- 
factured Tubular and Clinch rivets for 
over fifty years. We know that rivets 
of equal grade cannot consistently be 
sold for less than the prices at which 
our line is offered. 





















Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


—— by the keenest 


buying brains in the country 



















TUBULAR RIVET & STUD 
COMPANY 


BOSTON ' 












The largest : 
factory inthe jill 
world devoted 
to the manu~ 
facture of 

} Jubular and 
Clinch Rivets 
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ACTIVITIES TO EXTEND THE 
HEARTY GREETINGS OF CHRIST- 


MASTIDE, EXPRESSING THE EARN. 





ERP Rana aS ome 





EST WISH THAT 1930 HOLDS MANY eB: 


GOOD THINGS IN STORE FOR YOU 


= 








4 
THE YALE & TOWNE MEG. CO. : £ 
: 
#% 


STAMFORD, CONN., U. S. A. : #3 
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RUST 
RESISTING 











A Splendid Wire Cloth For DOORS 


WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 
heavier than our standard grades. It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 


extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 
Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 
Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 


© 1873 


improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 
54, 60, 66, and 72 inches. 


Your Jobber Will Supply You 





BROTH 
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HANGER BAR 
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\ HE NEW Stanley Adjustable 

Clothes Hanger Bar is just the 
thing for homes, apartment houses, 
hotels, clubs, hospitals — anywhere 
that clothes must be kept in order. It 
takes the place of makeshift curtain rod, 
gas pipe or broom handle Closet Rod. 


You can sell it either as an over-the- 
counter item or as an important build- 
ers’ hardware item. Display them in 
your window and on your counter. Use 
the display shown above, it will help. 


This new Adjustable Clothes Hanger 
Bar is easy to install, is strong and 
rigid and can be adjusted to fit 
the width or depth of the closet. 


” fask 





AAA ERROR IE ES T IAR TOEI  O 


One-half of the bar telescopes inside 
the other. There are three sizes 
which give ranges as follows: (1) 18” 
to 30”, (2) 30” to 48”, and (3) 48” to 
78”. They are finished in Nickel plate 
or Nickel over Cadmium, making a 
lasting and rustproof finish. Special 
finishes to order. 


18” and 30” sizes are packed twelve 
in a carton, 48” size six in a carton. 
All packed with wood screws. 


Get aboard on this fast moving item. 
Everyone will be interested in this 
sure-fire clothes preserver. 


Complete information upon request. 


THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE 


ey 
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» | MYE RS 
New-Way Giant 


DOOR | HANGERS 
AND TRACK 


Modern buildings—barns, garages, sheds and storages—require 
modern sliding doors. Tight fitting doors to shut out the weather 
—the kind that can be opened and closed regardless of the weather. 








Myers New-Way Giant Tubular Door Hangers and Myers 
Tubular Girder Steel Track make doors of this type a reality. 
They insure perfect operation at any time. Their patented 
flexible and adjustable improvements and compact weather 
resisting construction are exclusive Myers features and with 
their tandem machine turned steel trolleys and steel roller 
bearings mean smooth, easy running. 





Weatherize sliding doors in your locality with Myers 
All-Weather New-Way Giant Door Hangers and 
Track, and give your customers maximum door service. 


Catalog and information on request. 





MYERS NEW-WAY GIANT i) 


TUBULAR GIRDER TRACK 





tet NEW-WAY GIANT Medes 


IN | > 








END BRACKET 
RIGHT ORLEFT 






OTHER 
IMPORTANT 
MYERS 
PRODUCTS 
WATER SYSTEMS 
PUMPS FOR 
EVERY PURPOSE 
HAY ANDGRAIN 
UNLOADING 
TOOLS 
DOOR 
HANGERS 
ETC. 























FOR NEW-WAY GIANT 
TUBULAR GIRDER TRACK 
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TO RAISE OR 
LOWER THE DOOR 










































MANUFACTURERS FOR OVER FIFTY YEARS OF MYERS"HONOR-BILT* 
PUMPS FOR EVERY PURPOSE HAY UNLOADING TOOLS-DOOR HANGERS 


iheF -E.MYERS 8? BRO.G 7°55:3"" 


HLAND PUMP AND HAY TOOL worRKs 
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Will Bring Them 


TO YOU 


For Fences .. . 


Pittsburgh Fence advertising this year is reach- 
ing 5,000,000 farmers with the story of better 
fences. It is pointing out to the farmer how he 
can make more money from correctly-laid-out 
fields adequately fenced for crop and live-stock 
rotation. More than that, it is offering to help 
him lay out his farm along profitable lines. Every 
Pittsburgh Fence advertisement offers a valuable 
Farm Engineering Chart on which he can plan 
a new layout of his fields. The chart is free. If 
you would like to pass out a few of these charts 
to your best farmer customers, let us know, as 
we have a limited quantity available for that 


yurpose. 





[ Pittsburgh Steel Co.) 





Pittsburgh San Francisco New York 
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The merchant who owns his 





own business, either wholly or 
in part, deserves the whole- 
hearted support of every fair-minded man- 
ufacturer. His initiative, loyalty and lead- 


ership should be rewarded. 


KS Whkhaies | 
2s Pinions 


——— at Pittsburgh Steel Co. 
| 
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Spring Buying Number 
of Hardware Age 
Published Feb. 6, 1930 








An established institution 
of the hardware trade — 
published at the inaugura- 
tion of the Spring selling 
season— | 
Editorially replete with 
ideas, suggestions and 
methods applicable to the 
opportunity. 


Offers manufacturers an 
exceptional vehicle for the 
presentation of their sales 
story at a strategic time. 


Retailers and jobbers re- 
tain the Spring Buying 
Number as their reference 
book for the profitable ad- 
minstration of their sea- 
son’s business. 








Current advertising rates apply—Final forms close Janu- 
ary 27. To enable us to cooperate with you satisfac- 
torily, please mail your space reservation at once. 


‘HARDWARE AGE 


239 West 39th Street New York City 
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JH—JACKSON 


An atiractive decoration 
for the modern Ameri- 
can or Colonial home, 
authentic in design and 
smooth in operation. 
With either metal or 
glass knobs. Made in 
wrought bronze, wrought 
brass and wrought steel. 


BK—BARCELONA 


Another new design of 
rugged charm, combin- 
ing the popular hand- 
wrought appearance 
with the permanence of 
solid bronze. Appropri- 
ate for any building of 
the cottage style—Span- 
ish, English, American. 


CK—CATALONIA 


Made of solid white 
bronze, permanently 
rustless, with a hand- 
forged, wrought-iron ap- 
pearance that is lasting. 
The color will not 
change. It will not stain 
or discolor the wood- 
work. 


AL—LANSDOWNE 


Of great artistic merit, 
in the style of the Adam 
Brothers. Appeals to 
home builders of taste 
who select their home 
equipment for its greater 
beauty as well as for its 
greater utility. Made in 
wrought brass, bronze, 
or steel. 


CJ—JEFFERSON 


A chaste Colonial de- 
sign of graceful curves 
and simple lines. To 
harmonize with the pop- 
ular styles of Colonial 
decoration. A choice is 
offered of either metal 
or glass knobs. Made in 
wrought brass, bronze, 
or steel. 





MAKE SURE OF YOUR SHARE 


OF THE BUILDING DOLLAR 


As YOU KNOW, consumers are ignorant of the 
fine points of hardware. To get your share 
of the good profits being made from build- 
ing hardware, you must convince them of the 
greater desirability of solid brass and bronze, 
its greater beauty and its greater durability. 
Sales effort placed on quality, style and suit- 
ability can lift builders’ hardware from the 
price competition class. 

The designs shown are moderate in price 
and attractive, intended particularly for use 
in houses equipped from the dealer’s stock. 
All of these designs are especially suitable 
for doors of 158” thickness. With sectional 
sets, screws for the key plate and rose will 
not hold firmly on thin doors after the cut is 
made for the mortise. These patterns permit 
the screws to hold firmly in'the thicker wood 


above and below the mortise. 


Sargent designs cover the building field 
and offer means to good, steady profits, from 
the small, simple home to the most elaborate 
building operation. Sargent & Company, 
New Haven, Connecticut; 94 Centre Street, 
New York City; 150 North Wacker Drive (at 
Randolph), Chicago, Illinois. 


SARGENT 


LOCKS AND HARDWARE 
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AMERICAN STAINLESS STEEL CO. 





N o Introduction Needed 


Every one knows 
++. appreciates ... wants Stainless 
Steel Cutlery ... rust proof, tarnish 
proof, corrosion proof ... It never 
needs polishing and there is no plating 
to wear or peel off. 

@ The enduring beauty of a Stainless 
Steel blade rivals that of newly pol- 
ished silver ... The brilliant lustre 
lasts forever .. . Stainless Steel is 
many times tougher than ordinary 
steel and withstands rough usage. 
@ The best known and finest makes 
of cutlery are obtainable in “Stain- 


less’? in a variety of styles and prices 
. It is always easy to sell because 
it has an exclusive sales feature... 
PERMANENCE .. . “‘Stainless”’ needs 
no introduction. 
Cutlery... Scissors... Razor Blades... 
Hammers ... Squares ... Rules ... Tapes 
.- Golf Clubs ... Builders’ Hardware... 
Kitchen Tools ... Screws ... Nails 
... Skates... Bolts and Nuts ...are 
ideal when made of Stainless Steel. 
@ “Stainless” is available in a wide 
range of physical properties ... 150 to 
600 Brinell and 60,000 to 250,000 pounds 


per square inch tensile strength. 


STAINLESS STEEL 


« Genuine Stainless Steel is manufactured only under the patents of the 


COMMONWEALTH BUILDING 





“ 


Pittsburgh ( STAINLESS ) Penna. 
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Active co-operation with the dealer 
makes this famous ware easier than 
ever to sell 


Complete merchandising plans 
nave been developed to make your sales of Vollrath 
Ware both easier and larger. Vollrath now gives you the 
most modern ware and the most modern methods of 
selling it. The combination is unbeatable. 

So remarkably sound is the Vollrath Color Ensemble 
Plan that the merchandise manager of a large eastern 
store, noted for its outstanding success in selling goods, 
called it the “best merchandising idea ever presented 
to this store.” 

This plan has been worked out in every detail. The 
new Vollrath Ware in color reflects the best modern use 
of color in home decoration. It gives your customers 
cooking equipment in color in complete accord with 
modern decorative practice. The great advantage from 
your standpoint is that it makes your color stock more 
flexible. 

The merchandising part of the Vollrath Plan is as new 


OLLRATH 


gives you a complete 
merchandising plan 














to the selling of enameled ware as the ware itself. 
National advertising in full color on a scale never before 
known to the industry, logically grouped items that 
greatly increase your unit of sale, consumer folders, 
counter cards, and other dealer helps. 

Consider this from the standpoint of store appearance. 
No other line in the hardware and home furnishing field 
goes farther to make your store bright, attractive, 
modern and progressive. As an attention-getter a display 
of the new Vollrath Ware is alone in its field. 

If you have not already seen the new Vollrath Ware 
in Color and heard the story of the Vollrath Ensemble 
Plan, write now for suggested initial stock and full 
details. The Vollrath Company (Est. 1874), Sheboygan, 
Wisconsin. 





THE VOLLRATH COMPANY, Est. 1874 
Sheboygan, Wisconsin 


Send descriptive literature and (or) have salesman call. 
Name... 


Address oe AD 
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CORNING GLASS WORKS 
PYREX Housewares Division 


Corning, New York 


A 
CHRISTMAS TRAGEDY 


pO 
The Place ye we + ee >» + Fea 
Cast of Characters. . . . . Your Sales Force 


Stage Properties - le ti. » Sa ee 
*PYREX Ovenware 





ENTER 
The customers 


Business of near-riot at Housewares Counter 


EXIT 
The customers — disappointed, they couldn’t find the items 
shown in our December full-page ad of Gift Suggestions 





There is yet time to save yourself from a similar fate. Get a copy of the 
December Ladies’ Home Journal, Woman’s Home Companion, Good 
Housekeeping or McCall’s—tear out the PYREX Ovenware ad—display 
prominently the items featured there. GQ. Three out of every four women 
who pass your store will have already seen the PYREX Ovenware ad in 


their magazines. Remind them of it at the point of sale. 


*Trade-mark “PYREX” Reg. U. S. Pat. Off. 
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TEST, 


TRADE MARK 
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CEOS AON Pas 


Dec. 15th to 2Ist 
Merry Christmas 


Once again all members 
of the Winchester Re- 
peating Arms Company 
join in wishing all mem- 
bers of the trade and all 
their customers a very 
merry Christmas. 


We are particularly happy this 
year that, in thousands and 
thousands of families. the 
name of Winchester will bring 
a merry Christmas—not only 
to the sportsman in the field— 
not only to those who}treasure 
rod or gun above all other pos- 
sessions — but to those who 
stay at home [and [who find, 
in using Winchester Flashlights 
and Batteries, Ice and Roller 
Skates. Cutlery and Tools. the 
same satisfaction that their 
friends afield have found in 
Winchester Guns and Fishing 
Tackle. 


Winchester brings, through all 
channels of the trade. a merry 
Christmas to all members of 
the family. 


CV R_ 













There was 

a day when 
Santa Claus 
meant Toys 


for Boys 
and Girls 


TODAY, HOWEVER, 
—the spirit of play extends through all ages. 
We are all of us children and our toys are the 
things we like to use best. Whether in sporting 
equipment, therefore, or in products of a more 
practical and utilitarian nature, Winchester at- 
tempts to make the kind of product that gives 
greatest pleasure in its use. 


In shooting, for instance, the greatest pleasure 
comes from using a really fine gun. In carpen- 
try work the greatest pleasure comes from using 
a really fine tool and, throughout the entire 
line of — , 
WINCHESTER 
Guns and Ammunition 
Cleaning and Lubricating Preparations 
Flashlights and Batteries 
Ice and Roller Skates 
Cutlery 
Tools 
—we have striven to provide, not only the high- 
est quality but qualities which win the deepest 


personal appreciation of the user at Christmas 
time and through every other season of the year. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. £ 


New York Office and Showroom 
312 Broadway 
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A Perfect Saw f or 
Every Purpose 


No matter what kind of a saw you 
have a call for, you can fill the order 
with an ATKINS. Circular Saws, 
Hand Saws, Cross Cut Saws, Hack 
Saws, Keyhole and Compass Saws, 
Back Saws, Trowels, and Files. 


These are the highest grade products 
in their line. They will pay any 
dealer or jobber a legitimate profit. 


Send for ATKINS Latest 
Catalog, addressing the home 
office at Indianapolis. 
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MK inney Products 
are available to the 
public only through 
the established 
Hardware 


Trade 
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MeKINNEY MFG. CO.. Pittsburgh. Pa. 
MeKinney Hardware; including Hinges, 


Non - Mortise Butts, MeKinney Locks and 
Forged Iron, Garage Hardware and Padlocks 














THE CREDIT GAMBLE 


By LLEW S. SOULE 


HAT’S the matter with credit 

business? There must * 

something the matter, or the 
subject would not keep bobbing up 
wherever a group of retailers get to- 


gether. 


During the past year we have sent 
out letters to hundreds of retail hard- 
ware merchants, asking them to tell 
us their greatest business problems. 
We had rather expected them to say 
competition, price or the training of 
employees. Some of them did, but the 
majority of those who answered 
placed “credits and collections” at the 
top of their list of problems. In no 
case did they list credits alone. In no 
case did they list collections alone. It 
was always the combination—credits 
and collections. 


And yet—they might as well have 
written only the word credits, because 
after all collections are merely the 
aftermaths of credit. Unless a mer- 
chant extends credit to his customers, 
he has no collection problem. If 
credits are wisely granted, the col- 
lection problem becomes a minor one, 
except in those rare cases where 
financial weakness suddenly affects an 
entire community. Even the wisest 
merchant cannot guard against crop 
failures, floods or similar catastrophes. 
However, the credit problems due to 
such causes are few indeed as com- 
pared to those which confront mer- 
chants under ordinary normal condi- 
tions. The bulk of the credit and col- 
lection problems cannot be charged 
against conditions. It rests with the 
merchants themselves. 


The great trouble with the extension 
of credit in retail hardware stores lies 
in the fact that hardware merchants 
do not select and seek the best credit 
risks of their communities. Instead, 
they merely take what they consider 
the best of those who come to them 
seeking credit. Too often they are in- 
fluenced mainly by the thought that if 
they do not grant the prospective cus- 
tomer’s application for credit, other 
merchants will, and they will lose the 
business. On that flimsy basis, the 
retail merchants of this country risk 
millions of dollars yearly. From the 
standpoint of gambling, the stock 
market speculator is a piker compared 
to the average credit-extending retail 
merchant. 


The question naturally arises, 
should the retail hardware merchant 
extend credit at all? A careful study 


f conditions in the hardware field 
impels us to say that in the majority 
of cases, a wise extension of credit 
reacts to the advantage of the retail 
hardware merchant. In many cases it 
is extremely doubtful if he could carry 
on his business successfully on a 
strictly cash basis. His problem there- 
fore is not so much the wisdom of 
extending credit as it is the wisdom 
he must display in that extension, and 
in the necessary collection effort which 
naturally follows. 


That being the case, is it not essen- 
tial that the retail hardware merchant 
take the initiative in the matter of 
credits, rather than merely waiting for 
such credit crumbs as may come his 
way? 

It may be interesting to many of 
you to know how the biggest and most 
successful department stores handle 
their credit business. They do not 
wait for credit applications. Instead 
they select those who appear to be 
good credit prospects; they make a 
careful investigation, and to those who 
pass the test they extend an invitation 
to open an account. In fact they go 
farther than that: They actually open 
an account in the prospect’s name, 
and write him that their credit facili- 
ties are at his disposal; that all he 
has to do is to select what he wants, 
present the inclosed credit card and 
have the merchandise charged to his 
account. Department store statistics 
show clearly that these personally 
selected accounts are not only the 
safest, but the most profitable accounts 
carried. 


We contend that the same thing 
can be done in the hardware business ; 
that the merchant can select. the best 
credit risks of his trade territory, 
satisfy himself as to their worth and 
concentrate his credit efforts on get- 
ting those accounts on his books. 
Then if he will take a firm stand on 
the applications which naturally come 
his way, selecting only those which 
stand the acid test, he can develop a 
satisfactory and _ profitable credit 
business. With his credits on that 
basis, the collection part of his busi- 
ness will become largely a matter of 
routine, with losses at a minimum. 

What’s the matter with credit busi- 
ness? Nothing that cannot be reme- 
died if the hardware merchant. con- 
trols it in his business, rather than 
letting it control him. Let’s place our 
credits on a business rather than a 
stock market basis. 
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IXTURES of the 

most approved 
type make the tool 
display difficult to 
resist in the Lichten- 
stein store. A por- 
tion of the tool de- 
partment is shown in 
the photograph at 
the right. 


Below: The Lichten- 
stein windows are 
indicative of the 
store’s wide stocks. 
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Lichtenstein’s Display Methods 


Boost His Tool Sales 


66 IRCUMSTANCES alter 
® cases’—is the axiom 
prompting us to first de- 

scribe how conditions have influ- 
enced the display methods used by 
B. Lichtenstein, 173 Greenwich 
Street, New York City, before we 
explain why they are the most pro- 


ductive methods, for this particular 
store. The store is located in the 
busy radio section, at the edge of the 
financial district, in downtown Man- 
hattan. Rents are high, display 
space is necessarily restricted and 
every inch of store space, must 
therefore, be utilized ‘to the best 


possible advantage. Competition is 
keen; chain stores, modern hard- 
ware establishments and less prog- 
ressive hardware dealers, who vend 
the line from sidewalk ‘stands, all 
vie with each other in attracting 
trade. 

There are few residents in the 











immediate vicinity of the store, but 
pedestrian traffic is exceedingly 
heavy, as many thousand persons 
are employed in the section. With 
fewer exceptions than you might 
think, the same people pass and 
repass Lichtenstein’s store twice 
daily, as they go to and from their 
occupations. Strangers are a com- 
parative rarity. Most passers-by 
are commuters, owning their own 
homes in suburban New Jersey or 
Long Island, others reside in apart- 
ments located elsewhere in the city. 
Still others are craftsmen employed 
at tasks in the neighborhood or sea- 
men from the nearby docks. Tran- 
sient passers-by constitute the minor 
portion and make up the balance of 
the constant stream of pedestrians 
who pass the store. 

When existing conditions are as 
just described, what has proved the 
most effective method of getting 
the business ? 


Coop window displays are prob- 
ably the most important factors, ac- 
cording to the management. The 
windows, they said, must be relied 
upon to arouse sufficient interest to 
induce the customer to enter the 
store. Every hardware merchant 
has very definite ideas of his own, 
as to what constitutes a good win- 
dow. But the reason advanced by 
this firm for using the type of dis- 
play, which has won the preference 
of the store, is both unusual and en- 
tirely logical. They contend that in 
their case, windows that are of suffi- 
cient interest to attract the attention 
of the passers-by on one occasion are 
not serving in the most productive 
manner. Windows literally filled 
with a wide variety of goods, neatly 
and attractively displayed are the 
only thing to make the same people, 
stop more than once to look at the 
same window. In exemplification 
of this contention, 1500 to 2000 
small items are often shown 1n each 
of the two up-to-date windows, 





ONTRAST the Lichtenstein store of today, shown below, with the photo- 


graph above of the store in 1920. 


which would you prefer to patronize? 


If you were in the customer’s shoes, 
In addition to the improved appearance 


of modern fixtures, they permit nearly three times as much merchandise to be 
displayed in a more effective manner. 


which beckon appealingly to window 
shoppers. A total of 3000 watts of 
illumination is used in each window, 
with the result that small articles are 
shown in much better than the usual 
manner. 

Another factor of importance, is 
the modern, open. type design ot 
the interior fixtures, which permit 
showing the widest possible range 
of merchandise in a manner which 
encourages shopping by store visi- 
tors. Glass inclosed store equip- 
ment conveys the implication: 
“Don’t Touch,” in the estimation 
of the proprietor, who has recently 


installed open type “Lupton’’ steel 
fixtures throughout the entire store. 


These are made by David Lupte 
Sons, Philadelphia, Pa. 
Tools are one of the leading lin 


with this store and nothing can com- 
pare with the modern style of fix- 


mn 


es 


tures for properly showing the tool 


line to perfection. 


A tool stock 


must be efficiently sampled if best 


results are obtained and modern 


equipment is the only method ava 
able which permits as_ extensi 
sampling in such a productive ma 
ner. No matter what special tool 


(Continued on next page) 
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customer might want, he can quick- 
ly locate it and if he isn’t careful he 
will see many other likely candidates 
for a place in his tool kit which will 
motivate further expenditures. 
Every item is plainly priced on a 
tag which also charts the location of 
the reserve stock in simplified 
fashion. 

In addition to modern display 
methods, four other factors have 
contributed largely to Lichtenstein’s 
outstanding success with tools. 
Handling standard, advertised 
brands of quality tools ; always hav- 
ing the tool called for ; treating cus- 


foundation 
Otherwise, the 


home. 


tomers right and maintaining fair 
prices, have all helped. This com- 
bination is the 
prompts the same people to return 
to the store time after time, thus 
establishing the business on a firm 
with 
90 per cent of 
Lichtenstein’s patrons who buy their 
hardware from him, would probably 
purchase it from some dealer nearer 


When the firm was established, it 
occupied a store room, 10 by 45 feet, 
for the first three years. 
expanded in size, moving to a store 





25 by 50 ft., for the next five years. 
Just recently, the firm moved into 
their new quarters, which are 16 
feet wide and 90 feet long. Keep- 
ing step with changing merchan- 
dising methods, and applying the 
principle of the “Golden Rule,” 
have made the steady progress pos- 
sible. 

The present personnel of the store 
consists of 10 men and 2 women, 
who serve from 300 to 350 cus- 
tomers during an average business 
day. A similar record using old 
style fixtures, would hardly be pos- 
sible. 


influence. which 


lasting effect. 


It then 


A Christmas Tool Window 


Realizing that tools make excellent Christmas gifts 
and appreciating the fact that power tools are meeting 
with popular acceptance, Ed. Erdreich, display manager 
of the Bronx Hardware & Supply Co., 2737 Third Ave- 
nue, New York City, arranged this eye-catching Christ- 
mas tool window. 

Tool boxes and power tools are featured. There is 
also a representative assortment of hand tools, grinders 
and wrench sets. Throughout the year the Bronx Hard- 


ware & Supply Co. receives a large part of its volume 
from the tool department. The Christmas demand for 
tools is anticipated with a good window and special offer- 
ings. Note that all merchandise is plainly price marked. 
On the left wall is a permanent display of tools. 

Mr. Erdreich reports that the company supplied an 
active demand for tools in the two weeks before Christ- 
mas. This display was doubtless responsible for a por- 
tion of the profitable Christmas trade. 
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More 


e ireplace 


Equipment 


By C. M. LAWRENCE 


Sales Manager 
S. M. Howes Co., Boston, Mass. 


O sell andirons and other 

I fireplace equipment merely 

as household hardware, or 
utility furnishings, is to seriously 
limit the field for this class of mer- 
chandise and to ignore an important 
angle from which selling 
can be directed in such a 
manner as to appreciably 
increase business. 

Fireplace equipment is 
being sold by hardware 
merchants from September 
to Christmas, and from 
March to May, leaving only 
five months in the year 
which may be said to be off 
season. But even this off 
season need not be barren 
if the idea of the unused 
fireplace is stressed prop- 
erly. Every fireplace for 
several months in the year 
is unused and for this same 
reason requires as much 
furnishing as when it is in 
use. Nothing so detracts 
from the good appearance 
of any room as a bare, 
empty fireplace, or one 
furnished with dirty and- 


irons. In other words, selling fire- 
place equipment as fireplace decora- 
tion is quite as important as selling 
it as utility furniture. Moreover, it 
creates an “open” season for and- 
irons, screens—the whole ensemble. 

And equally important is the fact 
that it would help to stabilize pro- 
duction and distribution . two 
very important considerations with 
“seasonal” merchandise. 

To sell fireplace equipment as 
decorations requires proper display 
and intelligent treatment. Many 
hardware dealers apparently are not 
sufficiently alive to this important 
fact, and consequently their fire- 
place fixtures display is in the same 


class as a keg of nails it is 
just massed ironware. Naturally 


the value of this equipment as deco- 
rative furnishing is left to the im- 
agination of the customer. 

To many dealers the problem of 
display space is quite serious, and 
for this reason they are less inclined 
to sacrifice space for fireplace to be 
displayed in a proper setting and as 
an ensemble. The average depart- 
ment store is more fortunate in this 
respect, and is usually able to dis- 
play andirons, fire screens, fire 
tools, wood carriers, etc., in a way 
that conveys immediately and accu- 
rately just what these things mean 
in the modern home, and their ne- 
cessity to complete furnishing. The 
advantage of such showing is nat- 
urally reflected in increased sales. 





The margin in fireplace furnish- 
ings is around 100 per cent, and a 
good business in this class of mer- 
chandise can be built up by proper 


display and wise advertising. The 
trouble is not in mark-up, margin 
or net profit, but in turnover, and 
paradoxical as it may seem increased 
turnover is to be obtained by in- 
creased buying, larger stocks and a 
wider assortment of pieces. In 
other words, when the dealer buys 
more and better fireplace equip- 
ment he will increase his turnover 
and his sales. 

The reason for this will be read- 
ily seen when we consider what so 
often happens when a_ hardware 
merchant buys only two or three 
sets of fireplace equipment 
from twenty-five to thirty-five dol- 
lars’ worth. To him it is unimpor- 
tant, because he has so little of it 
: it is there in the store in case 
he has a call. But he makes little 
or no attempt to sell it. 
he believes that the possible outlet 
for this type of merchandise is 
limited, he does not expect a de- 
mand. As a result of this state of 
mind the fireplace equipment mer- 
chandise is often somewhere at the 
back of the store, in the cellar, or 
up on an almost inaccessible balcony. 

Notwithstanding reasons and con- 
ditions which would seem to militate 
against the use of andirons and 
other fireplace equipment, the fact 


Jecause 


(Continued on page 58) 
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Meierhoff Sells Ten 











ARRELS 


of Fa ncy Glassware Each Year 
at a Handsome Profit 


pend upon house furnishings for their principal 

source of revenue, have developed a highly 
remunerative trade in fancy glassware. In Highland 
Park, Ill., a suburb of Chicago, having a population of 
about 7000, the Meierhoff Hardware Co. is an enthusias- 
tic exponent of the profitable opportunity the line offers. 
Any merchant who can sell ten barrels of fine engraved 
crystal glassware annually in a town of similar size, at 
a margin averaging double that made on most hardware 
items, is certainly justified in holding it in high esteem. 


N UMEROUS hardware establishments, who de- 


Tue classification, stemware is probably the most 
active division in the line, embracing goblets, sherberts, 
cocktail glasses, etc. These retail at prices ranging up- 
ward to $18 per dozen and the margin varies from 75 
to 100 per cent, making it an exceptionally lucrative 
line, worthy of cultivation. Ice tubs, buffet sets, salad 
plates, fruit bowls, sugar and cream sets, salad dressing 


bowls, water pitchers, candy jars, vases, cake plates and 
preserve dishes are other items in the line that enjoy a 
ready sale throughout the year. As crystalware of this 
description is especially suitable for most any occasion, 
when gifts are in order, this feature augments the 
general appeal it holds for housewives at all times, as a 
valued addition to dress up the guest’s table. 


Acc JRDING to Mr. Meierhoff, the most important 
factor in making a success of the line is in the effective 
manner of displaying it. When the firm received its initial 
order, an attempt was made to display it in the manner 
customary with other household articles, but the results 
were rather disappointing. It was obvious to the firm 
that this method of display did not show the glassware 
to its best possible advantage and they sought to improve 
the appeal of the display. After considering several dif- 
ferent methods, the plate glass background pictured in 
the accompanying photograph was chosen as this method 





SECTION 

of the 
Meierhoff glass- 
ware department 
is shown at the 
right. The back- 
ground for the 
display is pro- 
vided by plate 
glass mirrors, 
which show off 
merchandise of 
this description 
to the best pos- 
sible advantage 


appeared to have more inherent advantages than any 
other. As the background is made up of plate glass 
mirrors, fairly large in size, the installation was quite 
expensive. However, it enabled the store to increase its 
business in this department to a sufficient extent to 
counterbalance the expenditure required, and it is now 
deemed the most valuable sales asset ever tried by the 
glass department. The glass display in the Meierhoff 
store deservedly occupies a preferred location on the 
sales floor, being situated immediately to the right of 
the main entrance. 


S OME merchants have voiced objections to handling 
glassware, contending that the loss through breakage, is 
difficult to overcome. However, it has been the experi- 
ence of this firm that the loss through breakage is very 
small. Improved methods of packing and precautionary 
measures taken in the store have eliminated most of the 
trouble previously encountered on this score. 

The prevailing demand for glass of this particular 
kind, is for articles embodying colored tints. Some 
types are of all one tint, while others combine two tints. 





The stem is usually one color and the balance another, 
creating a very attractive effect, which is further en- 
hanced by embellishments consisting of engraved dec- 
orations. 


A NOTHER feature worthy of consideration is the fact 
that an initial purchase leads to additional sales in the 
future. A woman who receives a set of sherbert glasses, 
for instance, as a gift, is seldom satisfied until she has a 
complete set of other articles to match. Some of the 
individual types of glassware, which are needs to com- 
plete a full set are illustrated at the bottom of this and 
the opposite page. They will serve to indicate, to some 
extent, the extensiveness of the line. 


Ha RDWARE merchants who are seeking new lines, 
having a strong appeal for feminine patronage, should 
carefully weigh the attraction the line holds for women 
and the opportunity it affords for handsome profit. In 
our estimation, new lines of this particular type, will 
prove a boon to many stores, where merchandise with a 
similar feminine appeal is badly needed. 












The 


*PARENTLY romance knows no seasons. 
mistaken belief that the month of June is the 
start and finish of the wedding period each year 

is definitely disproved in an analysis made by the Na- 


A 


tional Jewelers Publicity Association. This organiza- 
tion searched carefully the records of the Bureaus of 
Vital Statistics in important centers throughout the 
country, and discovered that the universal popularity of 
June as a wedding month was somewhat a merchandis- 
ing myth. There are of course many weddings in the 
sixth month of the year, but whatever may have been 
the dominant position of June for marriages in the past 
that popularity is certainly passing. 

Throughout the United States today, the total number 
of weddings is now distributed among the twelve months 
of the year with surprising uniformity. In some sec- 
tions June has actually been replaced by other months. 
The chart on the opposite page presents some new statis- 
tics on an old subject. A review of this chart will bring 
to light some surprising information which will be very 
useful to hardware merchants in the promotion of theit 
housefurnishings departments. For surely the first home 
equipment with the furniture installed, must be the very 
important utensils for cooking, and serving of meals. 


Rererrinc to the figures in the chart we find that 
in New York City today only about 10 per cent of all the 
weddings of the year occur in June. Taking the entire 
country, the June weddings form but 13 per cent of the 
total number of ceremonies for the year. In some 
regions June has been superseded by September, Octo- 
ber and November in the point of popularity. June still 
heads the list in the northern and western States, but 
in some sections of the South the fall months have 
definitely superseded June. 

In most parts of the United States June still heads the 


30 





Every Month 





edding 


Month 


Statistics disprove merchandising myth 

that only June is active selling time for 

bridal equipment. Newlyweds make 
good housefurnishings customers. 


list of months, but it is being rapidly encroached upon. 
Next to June in popularity among prospective brides 
comes the month of August. In most of the States 
August pushes June hard for first place. 

Taking the records of the entire country, it is found 
that August has. 80 per cent as many weddings as June. 
The various months stand in the following order as re- 
gards their popularity as wedding months: June, Au- 
gust, September, October, May, November, July, De- 
cember, April, January, February and at the end of the 
list March. Even in the least popular month, March, 
there are at present 50 per cent as many weddings as in 
June. 

There are two profitable angles to the market which 
weddings bring to the hardware merchant. Just before 
and immediately after the wedding day, friends and 
relatives will be giving presents to the happy couple. In 
these modern days of practical presents and small homes 
the hardware store’s housefurnishings department should 
offer modern labor and time saving equipment in attrac- 
tive popular colors. 

It is rather difficult to appeal specifically to those who 
will be giving gifts to brides, but it is a simple matter to 
conduct an all year advertising campaign to the newly 
married couple. Perhaps a small card advertisement 
near or with columns devoted to vital statistics in your 
local newspapers would be very productive with the 
gift market. A simple short statement saying ‘“Prac- 
tical modern gifts for the newlyweds in the house- 
furnishings department of Blank Hardware Store” 
would help. Use your address and phone number and 

(Continued on page 33) 
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Bracy Bros. Hardware 
Co., Little Rock, Ark., 
used this display of 
pottery attracting a 


generous demand 


from old and new cus- 
tomers 





What, No Women ? ? 
Try Pottery: 


OR some time progressive hardware merchants 

have been adapting themselves to the new era 

in trading, and probably the most significant 
change has been the determined effort to attract the 
trade of women. Brighter stores, more attractively laid 
out, better displays, marked courtesy and the creation 
of an atmosphere of welcome to women in the hardware 
store are but a few of the quickened activities of these 
modern merchants. That this policy is sound cannot be 
doubted. Today more than at any time in the past 
women are the purchasing agents for the home and with 
them rests the decision of where the bulk of the home 
purchases shall be made. 


SryLe occupying the first place in the appeal of today, 
merchandise stocks have been broadened, and the wide 
field of housewares, so long preempted by the depart- 
ment stores, is now achieving its rightful place in the 
hardware store. A substantial and steadily increasing 
number of stores are featuring the home furnishing de- 
partments, and by stocking reliable merchandise, fairly 
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priced, serviced by intelligent sales assistants, they are 
bui.ding for themselves a reputation that has nothing to 
fear from chain store or cut-throat competition. Natur- 
ally women like to trade in such stores. 


] 
N OW an unusual opportunity is presented in the sale 
of pottery, and already a number of progressive hard- 
ware merchants have built up a splendid and profitable 
pottery business. To begin with, pottery is in increased 
démand in modern home furnishing, with its strong 
vogue for color and beauty. Moreover, a taste for better 
pottery has been stimulated by the cheap and gaudy 
ware that has been played up so prominently by the 
chains. In the past the hardware man stocked a few 
clay pots or stoneware jardiniers that could be sold in 
conjunction with the sale of seeds and perhaps bulbs; 
but when anything better than this was required, it was 
necessary to go elsewhere to find it. 

There are excellent American-made potteries that are 
beautiful and distinctive, entirely in keeping with the 
modern mode of home furnishing, reasonably priced 
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and that meet with a ready sale. As headquarters for 
home furnishings, the hardware store is the logical 
place for this merchandise. It is high-grade, gives sat- 
isfaction and domestic manufacturers stand behind it. 
It yields a liberal profit to the merchant and is a splendid 
item to attract the women’s trade. 

Who arranges plants in the home and wants richly 
colored flower pots? Who plants bulbs and tends them 
until they bloom? Who arranges flowers and selects a 





Types of Pot- 
tery popular as 
hardware store 
merchandise 





richly colored vase for this corner or a bowl for that 
table? In every case it is the woman, recognized today 
to be the one who buys by far the greatest amount of 
goods for domestic use. Cultivate her, attract her to 
your store with merchandise in the modern mode and 
watch sales increase. And with the advent of holiday 
buying, art pottery presents a special opportunity to the 
progressive hardware merchant to capitalize the present 
vogue for beauty and color harmony. 








Every Month a Wedding Month 


(Continued from page 30) 


invite phoned orders. When people buying gifts men- 
tion the purpose of their purchases, ask them to tell 
other friends and relatives about your complete facili- 
ties for furnishing really attractive and useful items. 

As practically all marriages are published and marriage 
license lists are also, or are at least available from the 
proper authorities, it is possible to plan your selling cam- 
paign direct to the newlyweds. Your letter to the bride 
should start off with really sincere wishes for her every 
happiness and prosperity. The selling part of your 
letter must be discreet or it will grate harshly on the 
nerves of the recipient who has up to this point been im- 
pressed with your good wishes. Make the selling part 
of your letter really an invitation to look over your 
housefurnishings, make it an offer of assistance to her 
in completing her home equipment. 

Many retail stores make a practice of presenting 
newlyweds with a useful though inexpensive gift for 





the home. This is usually done by writing a congratula- 
tory letter the last paragraph of which tells of the gift 
(without obligations or strings) and invites the young 
matron to visit your store the next week to receive the 
gift you have for her. Obviously in the congested areas 
the gift plan might be too expensive unless a definite 
geographical limit was made, but in the small towns and 
community centers the gift plan has been very success- 
ful with many dealers. 

Very often the new bride has more money to spend 
on housefurnishings immediately after her marriage 
than she will have for several years; her immediate 
essential needs are certainly greater, so that from many 
angles she is a most valuable customer and should be 
cultivated aggressively. 

(The accompanying chart gives a list of the number 
of wedding licenses issued in various big cities all over 
the country during each month of last year.) 
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The show windows of the H. C. Shaw Company, Stockton, Cal., are large enough to permit the display of several different types 
Passers-by are certain to see the particular kind of stove favored by them. 


of cook stoves at the same time. 


Demonstrations Make It Easy to Sell 


EMONSTRATIONS, 

which bring out the fea- 

tures of modern stove con- 
struction and permit prospects to 
see the cooking and baking qualities 
of the stove with their own eyes, 
have proven a valuable sales aid 
to many hardware dealers. It is 
all very well to tell the prospect 
that the new stove will bake biscuits 


Cook Stoves 


in three minutes, but it is another 
matter to prevent them from being 
skeptical at such a statement. The 
only feasible method of impressing 
the superior baking qualities of the 
stove in question is to demonstrate 
its superiority. In the course of 
the demonstration, the culinary ex- 
pert in charge can find many op- 
portunities for emphasizing the late 


‘ 





An extensive array of cook stoves in the hardware store of A. Swanson & Sons, Red 
Wing, Minn., creates a favorable impression on the minds of stove prospects. 


improvements and exclusive fea- 
tures of the particular make of 
stove being used. 

In Clay Center, Kansas, the 
hardware firm of Vincent Brothers 
have made anf envious record in 
selling stoves through — similar 
demonstrations. It has been a policy 
of this store to hold a public cook- 
ing demonstration at least once a 
year, with the assistance of a fac- 
tory representative. The demon- 
strations are advertised in three 
Clay County papers, and a large 
crowd is always in attendance. As 
a rule, a number of stoves are sold 
on the day of the event, but many 
more prospects are developed who 
purchase at a future time. It starts 
them to thinking about a new stove 
and they are in a receptive mood 
when the question is broached later. 

Where the customer wants to 
consider a stove that the stores does 
handle, they make it a point to offer 
to place the stove in prospect’s 
home on thirty days’ trial. This 
offer usually convinces the most 
dubious as the indicates that the 
firm itself is “sold” on the stove 
being contemplated. 

A novel plan for selling stoves 

(Continued on page 66) 
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Cc. P. HOWE 


C.P. Howe 


Canton, N. Y. 
is Meeting 


New Conditions 


Successfully 





se HIRTY years ago I knew 
most of my customers’ 
names. In recent years 
there are so many new faces each 
day it has become impossible to 
know them all,” says Chas. P. Howe, 
pioneer hardware dealer of Canton, 
N. Y. “The change has been grad- 
ual yet noticeable.” 

This sentiment of Mr. Howe’s 
reveals a situation that has con- 
fronted many dealers in recent 
years. Back in “the old days,” a 
dealer greeted the majority of his 
customers by name; knew their 
families and catered particularly to 
the individual likes and dislikes of 
a limited circle. Today there are so 
many new faces in the retail store 


Tuis picture shows the mod- 
ern layout of the Howe store in 
Canton, N. Y. Note the clear 
vision of the entire store that is 
obtainable on entering. The 
photo below, taken many years 
ago, indicates the same atten- 
tion to open display that was 
forward looking for that time. 
This hardware merchant has 
always been in close touch with 
new developments in the sci- 
ence of selling. 


and so many ‘steady customers the 
dealer has been forced to recon- 
struct his selling plans and store ar- 
rangement. 

For thirty-seven years Chas. P. 
Howe has conducted his store with- 
out interruption. All but two other 
stores in Canton have changed own- 
ership during these years. Surviv- 
ing the periods of depression the 
canvassing campaigns and holding 
his own in the present intense com- 
petition for the consumers’ dollar, 
Mr. Howe had to constantly render 
a high type of service to Cantonians. 

“Everything in Hardware, Any 
time—Anywhere” may be one of the 
chief contributing factors to the 

(Continued on page 72) 









4 
JOBBERS' 


DINNER 
in New York 


By SAUNDERS NORVELL 


NE might write about New York City from the 
C point of view of the influence that the various 
nationalities and races have had upon the city. 
New York is the melting pot of the world. London is 
still English, Paris is still French, Berlin is still German, 
Rome is still Italian. But New York has more Irish than 
Dubkn, more Italians than Naples, more Jews than the 
whole of Palestine, and probably more Greeks than you 
could round up in Athens. On the subways, four per- 
sons out of five are of foreign parentage or foreign 
birth. They sit and read foreign newspapers in foreign 
type. Trotsky, who has beensu busy in Russia, was the 
editor for several years of a Russian newspaper here in 
New York. 


As a result of the struggle for existence and happi- 
ness here in New York, there has been developed the 
keenest competition in the world—in brains, in art, in 
business and in every form of goodness and badness. 
Nowhere in the world are there greater and more power- 
ful churches, synagogues and houses of worship than 
in the City of New York. Nowhere in the world has 
an equal sum of money been spent for hospitals, re- 
search, seats of learning, art galleries and museums as 
in the City of New York. Everything that can be done 
for education and for the uplifting of the human soul 
to the things that are most beautiful has been done here 
in New York. Millions and millions of dollars have 
been poured out with a generous hand for the people 
of this city. Nowhere else in this country, or in the 
world, can a person who desires to become educated, 
who desires to develop an appreciation of music or art, 
in fact, one who desires to become an educated and 
cultivated human being, do so as cheaply as they can in 
this city. 

Thousands of people come here, live comfortably in 
small apartments and enjoy all these advantages of the 
city at a very small cost. For persons who care for 
things of the spirit more than they do for things of the 
flesh, I do not know of another spot in the world where 
they can enjoy spiritual things more than they can here 
in New York. On the other hand, on the material side, 
in those things that pander to man’s lower nature, no- 


where are the temptations to bestiality equal to those in 
this city. Side by side we see people, one living the 
life of the spirit the other living the life of the flesh. 

Such is this city—not only endowed with the talents 
of the nations but with the vices of the nations. Here 
come the good of the werld and here have settled the 
worst of the world. Backward people have found here 
in New York a place where they can revel to their heart’s 
content in material comforts. These people having been 
deprived of proper shelter and proper food in foreign 
lands, haying found these things in this city, for the 
moment are satisfied. Their children, however, will not 
be satisfied. Man‘ cannot live by bread alone. The next 
generation will wish for better things and seek these 
higher and better things. 


So we see in New York not only strata of society 
and various standards of living, but we see one strata 
working up into the strata above, while at the same 
time we see the strata above slipping down into the strata 
beneath. Like a flower growing on a dunghill, we 
find genius pushing out of squalid surroundings in the 
most unexpected places. 

So when one looks abroad on this great city it must 
be not with the narrow eye of a Puritan nor should it 
be with the narrow outlook of one who comes from a 
provincial town, but with an eye and mind that considers 
the past, the present and the future. From whence have 
all these peoples come? What was their former en- 
vironment? How are they living now? What will their 
future be? If one will weigh the good and the bad, if 
one will make charitable allowances for lack of oppor- 
tunities, they will see in New York a great social experi- 
ment under way. 

Why should we not be hopeful? Notwithstanding 
suspicion, ignorance, wars and pestilence human nature 
has steadily gone forward. We have had our dark ages. 
We have had our inquisitions. The ancient civilizations 
of Greece and Rome have passed away. Nevertheless 
man has not passed from the earth, but his indomitable 
spirit has risen again and again and sought higher and 
better things. Therefore let us not despair of New York 
City, even if the manners and odors of those traveling in 
the subway are not what they should be. 

What has all this got to do with a business article? 
On the evening of December 7th I was asked to address 
a meeting of the combined sales forces of all the mem- 
bers of the Metropolitan Wholesale Hardware & House- 
furnishing Association, held at Schleifer’s Restaurant 
at 141 West Thirty-eighth Street, New York City. I 
sat at the speakers’ table awaiting my turn. Four hun- 
dred lusty, laughing, cheerful, singing men were packed 
into the basement of this restaurant. Around me at the 
speakers’ table were the heads of the jobbing hardware 
houses of New York. Down the long lanes of tables 
were their salesmen. As I sat at the right of Mr. E. R. 
Masback of the Masback Hardware Company, some of 
the thoughts I have attempted to outline above were 
passing through my head like a moving picture. . 

New York City in many respects is a city without 
law and without regulation. Probably more laws are 
broken daily in New York than in any other city in the 
world. These laws are broken openly and with impunity. 
The average New York citizen is not a strict law ob- 
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server. Here in New York while we are controlled by 
great organizations, we also find more individuality. 
Nowhere in this country can anyone be as free as in the 
City of New York. Business and the regulation of busi- 
ness is no exception to this rule. New York has no busi- 
ness rules. The keenness of competition in this city 
all down the line, from manufacturer through the job- 
ber to the retailer, is greater possibly than in any other 
city in the world. 

In European cities business is regulated. Prices are 
regulated. Retailers by law and through their associa- 
tions are protected from unfair competition. Here in 
New York there is no such protection. Every man’s 
hand here is against every other man. Manufacturers 
who protect their trade in other parts of the United 
States sell their goods in New York without any pro- 
tection to anybody. Manufacturers not only sell jobbers 
but they sell retailers and they sell large consumers. A 
thing such as price protection in New York in the years 
past would be a joke. Such a thing as the classification 
of the trade has been unknown and manufacturers have 
sold goods in New York as they pleased. Jobbers in 
turn have sold goods as they pleased and retailers in turn 
have sold goods as they pleased. Such a thing as a 
suggested resale price, in any line of business, has been 
a joke in New York. 

There are just two appeals to the buying public in 
New York. The great appeal, of course, is the price 
of standard goods. The other appeal is on goods of the 
highest quality. Cut prices all down the line on the 
necessities of life and the enormous prices for articles 
of luxury, such as fur coats, pearls, diamonds, automo- 
biles, antiques, etc., etc. Here, again, as we view New 
York, we find the same great contrasts. 

New York goes to extremes in every direction. Just 
the other day a jeweler told me that one of his cus- 
tomers had authorized him to go to Europe to buy an 
emerald. This emerald is only worth $400,000, but a 
New Yorker wants this jewel. The great grandfather 
of this New Yorker who wants this jewel, and his great 
grandmother and their children came over to New York 
in the steerage of a ship. Again we see the law of con- 
trasts. Descendants of families whose fortunes were 
established in the fur trade are now wearing furs that 
would eclipse anything worn by a queen or a duchess. 

Haroun-El-Raschid should have lived in New York 
City today. The great contrasts, the great differences, 
the individualities of this city make it the most romantic 
spot in the world. The romantic story of contempo- 
raneous New York waits the hand of some unknown 
genius! Immortality is knocking at the door. 

But where was I? Oh, yes; I was drawing a picture 
of business as conducted in New York City. There are 
not only great hardware jobbing houses, great retail 
hardware stores, but there are little hardware stores, 
junk shops, gyps and push carts. New York is the place 
where manufacturers dump overstocks, dead stocks, ob- 
solete stocks, bargains. If you wish to see some curious 
retail hardware stores, come here and let me guide you 
to them. 


Ix one store, none of the goods are marked. The pro- 
prietor stands in the middle of the store. Whenever a 
customer wishes anything he holds it up, the proprietor 


takes one quick glance and quotes the price. This man 
is one of the best judges of value in the hardware busi- 
ness today, but he has no price list. He buys and sells 
according to his idea of the price he should pay and the 
price he should get. I believe his hardware sales run 
into very large volume. Only one price is ever quoted. 
The buyer either takes the article or he puts it back. 


Such are the conditions as I see them that exist in the 
hardware business in New York City. There has been 
no law in the past but the law of the fang. Out of this 
chaos the hardware jobbers and the Retail Hardware 
Association are trying to work out some rules by which 
the game can be played. 

At this dinner I heard a speech made by Mr. E. R. 
Masback, standing on a chair in this overheated base- 
ment. That was a better speech than any I have ever 
heard by any other hardware manufacturer or jobber. 
He told of the plans and purposes of the association. 
He told the salesmen what the jobbers proposed to do. 
He told of the new rules and regulations that they had 
laid down. These rules are not all in favor of the jobber. 
The rules are not against the interests of the retail 
dealer. As I have said before, this is just an attempt to 
bring order out of chaos. 

One of the rules outlined impressed me very forcibly. 
In the past almost anybody who had a few dollars 
could buy a new stock and start a business in any 
neighborhood, whether a hardware store was needed or 
not. Credit was too cheap. These merchants buying 
on credit in their extremity, in their desire to raise 
money, have dumped goods regardless of cost. They 
have been a sore spot in every community where they 
have assumed the obligations of running a store. The 
new rule adopted by the association is that no new 
stocks will be sold except for spot cash, covering the 
entire amount of the order, and no new stocks will be 
sold if it is clearly demonstrated that the neighborhood 
where the new stock is going is already overcrowded 
with retail hardware stores. 

In my long experience in the hardware business I have 
seen many retail merchants succeed and many fail. In 
many cases where new stocks were bought, as Kipling 
would have expressed it, some of these new merchants 
were “fore-damned” to failure the day they opened their 
doors. Several times in my own experience I have re- 
fused point blank to sell opening stocks where I saw 
clearly there was no hope of success. I would not soil 
my hands by taking part in such a transaction. 

Never before have I known a jobbers’ association to 
adopt such a resolution. It is a rule, however, that 
should be adopted all over the country. 

This is not the kind of an article that the Metropolitan 
Wholesale Hardware & Furnishing Association will ex- 
pect from me but I wish them success. I trust they will 
be patient. If conditions here in New York can be 
worked out and improved, then surely we should have 
high hopes for the rest of the country. 

Mr. Masback, as president of the Metropolitan Whole- 
sale Hardware & Furnishing Association, we wish you 
success and we hope the slogan of your association will 
have a prominent place not only in the minds of the job- 
bers and jobbers’ salesmen but also in the minds of 
retail merchantt—“DO UNTO OTHERS AS YOU 
WOULD HAVE OTHERS DO UNTO YOU.” 
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PLAN for BETTER 


SALES—| 





CARRY THEM OUT 











Here's just about the cruelest 
contraption we've ever seen! 


ht bea eggs. whips pancake 

er ‘The only ching thar can stand up agsinet 

shard bosled egg. tecne —. 
tm 


HOMAS EDISON Knows 


{do you?) 


that electricity can help you toast 
a sandwich, mix a drink, shave 
your face and press your pants 


—not to speak of drying your 


bair, washing your clothes, 
freezing your ice cream and 
keeping your feet warm! 





This will drive every Coffee Pot” 
in New York out of business! 


Bleerric “Do-lr-All” ts about the bes came 
can the 


Do you have to use goggles every 
time you squeeze an orange? 


‘Tha's because you're wot 
scquainced with chis new 
squert proof jarce ex- 
tract. What it does 

an orange is nobody's 
busine When s inv of 
prople st & perry sre 
clamoring (or somettung. 
1 dink ir indipen- 
babie! $1375 





You can read the stock market 
reports while this toaster toasts! 








Tired of looking at the same 
facein s your mirvor every day? 





mages 
Jo share gach 


Sieber petites 
a (alam) as che raror-blade ads ww 
96:99 10 15.00 





Here's tha 1930 model of the 
old-fashioned hot water bag! 


suffer from cold fee: we 
recommend mt 93 an sdeal 


companion 
14.98 w 9.00 








Singing in the rain or the bath 
tub is easy for most people! 


Y 


Bur the man worth while is the man whe an 


cofiee you wane right on the cable. We have wt in 
al) ses 62.95 30.00 





Does your janitor turn off the 
beat promptly at.10 P. M.? 


pas eee bays tprnharalg Be 
siden, pumping under 4 cold shower oo 4 8 ne: 
taasing tt el its ended wp co bo —onion 
Jef cours, you have the warm, rony glow of & 


Mz. Edison should know! ke wes he who perfected the first power 


house somewhere eround. At P'somingdele’s you'll find every“elec- 
trical labor-saving help there is—plus « great many you've never heard 
ot. You'll find them at low prices :.. and in the case of the larger elec- 
snsil sedltihans sen tai bey he Geneon bial caeen dhe, 
For, in common with the rest of the storz, our Electrical Accessories 
Department hes « habit of proving, dey in end dey out, thet you con 


Save Time and Money at 
Bloomingdale’s 








‘eases to take che charmer owt of your teeth Store Hears: 9 te $90 
1951088 sen wD ih Oe laaieentel $0 Suan van Sélew Senn Gar 
_ Do'you,want a special cup of Our men’s necktie department Ifyou snant fool your buibandd ‘ 


* coffees forta: special occasion? 


Tey dhe “Basgrah: Siphoassos~ he males coffee 
bby ¥ new method—the of which 
jon coo eoctenic 2! for us 0 bother show It's one 
of ire pet prodicm of Thpmas A Bdwon, ond 


have « naapec-on Mig. Bédon woes 8 am. oc 
-e cobenenaie 750 








didn’t want ustoadvertise this! 








buy one of these waffle:irons] } 


serrensel Mon sitlerraphtibaty 
makes ar momsag on brite 
table hus fooling het husband taro 

‘the s really @ good cook. You. o90, can baile the! 


aetna | 
or of our vvomif7 So 











No Hardware Store Has Ever Had 
More Business Than It Could Handle— 


Every Community Learns to Buy as a 


Store Can Sell. 
By GUY HUBBART 


HE old tradition of- waiting until January first 

to see if money was made or lost still holds sway. 

It’s a habit hard to break, and there must be a 
time, of course, for the merchandising year to begin and 
end. 

But this tradition does not hold good for advertising, 
direct mail, circulars, store news, and least of all, news- 
paper advertising. 

Newspaper advertising, even in a weekly paper, so 
closely coincides with people’s daily buying activity that 
in some ways it is a symbol, or a parallel, of demand. 

Anyway, the effect and value of newspaper advertis- 
ing has no season, no beginning or ending of the year. 
Still the first of the year is as good as any for the 
merchant to lay out his future plans. And it is a splen- 
did time to decide, if never done before, to have a plan. 


Parts of Plan (Part A) 


The example given here is gaged to the ordinary store 
in a town of 12 to 20 thousand population, with one to 
three small dealers available. Assume the store is yours 
and carries the regular lines and departments or sections. 

What should go into the plans? 

(a) Amount of space to average over twelve months. 

(b) Average amount weekly and periods between ads. 
As, if not run weekly, how often every thirty days? 

(c) How to parcel out space between papers, if more 
than one is to be used. 


. 


An excellent way to get attention for 2-column ad with 
six special items featured. Plain rule boxes just as good 
as these, but these are good. 






































HARDWARE AGE for DECEMBER 19, 1929 





How did last year’s advertising activity compare with 
this? 

Was more or less space used at a time, and as often 
every thirty days last year? 

This is to give the merchant a picture of what he did 
or did not do last year. 


Basis of Plan (Part B) 


(a) What departments, sections and lines moved best 
last year? Which ones were advertised oftenest? Any 
noticeable effect on sales? 

(b) Do slow-moving items seem to fall into certain 
departments, sections or lines? Same for fast movers. 

(c) Divide annual dollar volume of sales by actual 
number of people in the city population. Thus if last 
year’s sales total was $80,000, and population is 20,000, 
divide 80,000 by 20,000 to see what per capita sale was. 
It was $4.00. Credit .competitors with same standing. 
If there are three, all-store per capita purchase last year 
for the town was $16.00. Make up your mind to get 
$8.00 of this for your store for the coming year. 


How to Get Your Share 


First, remember this: That the hardware store ad- 
vertising the most consistently, which means regularly, 
and as often as the budget will stand, has the best 
chance at these things: 

Ist. Increased attention of people who read ads to get 
buying suggestions. This means the first chance to sell 
if the advertised item attracts. 

2nd. A better chance to keep abreast of any normal 
increase of demand for all kinds of hardware that may 
grow up in the community. And business does increase 
normally every year in any ordinary community. Ca- 
lamity may prevent, but is not the rule. 

Then if you believe in yourself, your store, your 
goods, your customers and in newspapers as a selling 
media, do this: 

Plan to advertise every so often every thirty days— 


CEE RT : 
EACH i 


Here are eleven items featured in a special way—an idea 
for a small store for just an ordinary ad—each item 
stands out. 


MAKE BETTER PLANS—and 
THIS YEAR 


once weekly, twice or three times, depending on local 
conditions. 

Plan to feature six to eight lines or sections in each 
ad with twelve to sixteen items, described briefly and 
priced plainly. 

And do not cut prices without good reason, nor sell 
goods that do not represent good values for the money. 








(:-DULIN & MARTIN COMPANY ) 





Special Values 


Glassware 


Many yeduced values will be found conveniently 
amranged on Main Floor Tables——according to price: 
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PHONE MAIN 1294 


HOURS: 8:45 TO 5:30 


Dulin & Martin Co. 


1215-17 F STREET 1214-18 G STREET 
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PROFIT 


Six Time Turnover From All Year 


Toy Tables 


Profit Puller No. 12 
I HE Boyle Hardware Co., Ogden, Utah, enjoys a 


steady flow of toy sales, and incidentally increases its 
sales in other lines by maintaining a year round display 
of small toys for children. This display is handled on 
two open top display tables of special design, which 
have sloping sides so that children can see the display 
from a distance. The tables are located near the center 
of the store. The toys in this display range in price 
from 5 cents to 50 cents, and are carefully selected for 
novelty and appeal. Under each of the tables is a 
display of wheel goods also maintained on an all year 
hasis. 

The turnover of toys on these tables is about six 
times per year, on a profitable basis. The continual 
display not only produces a steady flow of toy sales, 
but establishes a friendly store following of youngsters 
who urge their parents to visit Boyle’s. 


Builds Profits From Building Permits 


Profit Puller No. 13 


Ts E Central Hardware Co., Nashville, Tenn., con- 
stantly builds up its sales of builders’ hardware, paints 
and household equipment, by keeping close tab on 
building permits. On the day following the filing of 
a permit, the prospect receives a personal letter from 
the firm, accompanied by a selection of appropriate 
sales literature. Within a week he receives a visit from 
a member of the firm. In fact one member of the firm 
spends two or three days of each week calling on archi- 
tects, builders, contractors, and others known to be 
building or altering homes or business buildings. In 
these visits, the selling of builders’ hardware is but 
the first step; it is followed by sales of paint, electric 
bulbs, refrigerators, gas ranges, linoleum and other 
profitable items. 





Saves Time by Weighing 


Profit Puller No. 14 


S EVERAL progressive hardware merchants are now 
using a system of weighing small items of light hard- 
ware instead of counting them. This applies particu- 
larly to items carried in bulk and sold in fairly large 
quantities. On the bin or drawer containing loose, 
light hardware, is a pencil memorandum of the count 
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as against the weight. For example, twelve of a given 
item will weigh a certain amount. The seller can there- 
fore give the required number merely by weighing, and 
thus save time and the tediousness of counting. 





Grouping Padlocks Doubles Sales 


Profit Puller No. 15 


"Tuere are good profits to be made on sales of 
small locks and padlocks. A hardware merchant of 
Buffalo, N. Y., separates his locks of these types into 
groups according to their uses, and displays them in 
one of his windows every six weeks. With them he 
includes small show cards describing the uses to which 
each type of lock is adapted. In the display there are 
nine groups, ranging from heavy padlocks to those used 
on golf bags. In some cases the locks are especially 
priced. Thesé displays serve as reminders to busy 
people who need locks but never remember to get them. 
They also suggest new uses for locks. The plan has 
doubled that merchant’s padlock sales. 





“License’”’ Method Sells Fishing 
Equipment 
Profit Puller No. 16 


A. D. KETTERLIN, Santa Rosa, Cal., sells state 
fishing licenses to his patrons. All license sales are 
made at an office located in the rear of the store, back 
of the sporting goods department. Whenever a license 
is sold, the fact is announced to the sales force by 
means of the buzzer system. The salesmen are thus 
given an opportunity to greet the license purchaser on 
his way out, and interest him in fishing equipment or 
other sport goods. 


Clean Tables Boost Sales 


Profit Puller No. 17 


H. FISCHER, Chicago, IIl., uses a large number 
of display tables. When he first installed them, he 
noticed that sales grew when the tables were clean 
and well filled; that sales fell off when the displays 
became “ragged” or dusty. Now he delegates to one of 
his employees the definite responsibility for keeping 
the tables clean and the bins filled. This man cleans, in 
rotation, four tables each day, going over them thor- 
oughly. He checks all the tables each day to see that 














the bins are filled. Through this system Fischer’s 
display tables are always clean and attractive, and at 
the peak of sales efficiency. 


A Cold Weather Money Saver 


Profit Puller No. 18 


In unpacking shipments of cutlery during the winter 
months care should be taken to guard against the rust- 
ing of blades, due to sweating. Whenever knife blades 
have been exposed to severe cold and then brought 
into contact with warm air, the condensation of water 
in the air causes moisture to collect on the blades. This 
is termed sweating. As the moisture dries rust sets 
in and often makes a valuable knife unsaleable. 

This condition can be avoided by allowing cold 
weather shipments of cutlery to attain the same tem- 
perature as the store or warehouse before opening and 
piacing in stock. 


Checks Earning Power of Windows 


Profit Puller No. 19 


The J. J. Mitchell Co., New York City, insists that 


the display windows of its store must show average 


monthly ‘sales of. at least two dollars per square foot. 
Only sales which’ can be traced directly to the windows 
are considered. Therefore window sales are carefully 
checked and windows which do not “pull” are quickly 
replaced by others which do. 

Since about one-half of the firm’s total sales volume 
comes from tools, the tool lines receive a large part 
of the display space. Recently one window was devoted 
exclusively to tools for a month. The display was 
changed frequently, but only tools were shown. A 
check-up at the end of the month revealed the fact 
that the window had earned slightly more than the re- 
quired sales total. 


Sells Untarnished Cutlery 


Profit Puller No. 20 


A Cincinnati hardware merchant places camphor 
balls in the show case devoted to fine cutlery, silverware 
and similar items to prevent tarnish from forming. 
The balls are placed under the crepe paper floor cov- 
ering of the case, or in a line across the back of the 
case floor where they are not noticeable. This method 
keeps the merchandise bright and attractive, thereby 
increasing its sales appeal. Camphor balls may be 
purchased at any drug store and are very inexpensive. 
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Doubles Knife Sales with Whittler’s 
Window 


Profit Puller No. 21 


An Indiana merchant promotes sales of pocket knives 
by featuring “whittling” in his windows. In the 
center of his window display he places a block of 
straight-grained soft wood, partly whittled, with the 
blade of a jack knife inserted in an incomplete slice. 
Other blocks of partly whittled wood are shown in 
other parts of the display, each featuring a different 
kind of knife. Articles whittled from wood, such as 
fans, cubes, balls, whistles, etc., are also shown. The 
front of the window carries a full range of good 
knives with a show card which reads: “Good Knives 
For Whittling.’ A check on sales revealed that his 
pocketknife sales during the week the display was 
used were double those of any previous week. 


Wins Trade by Marking Tools 


Profit Puller No. 22 


In order to identify the ownership of tools and guard 
against theft, a New Jersey hardware dealer marks all 
the iron tools he sells with the owner’s name or some 
distinguishing brand. To mark the tools he first covers 
the selected spot with tallow or beeswax, which has 
been heated so that it will thoroughly cover the surface. 
When the wax cools, he writes the name or symbol 
through the wax, using an ice pick or similar pointed 
instrument, and pressing down hard enough to defi- 
nitely cut through the wax to the underlying metal. 
He then carefully pours nitric acid over the wax, allow- 
ing it to stand for a few minutes, but not letting it 
come in contact with the hands or clothing. The acid 
and wax are then wiped off and a clear marking re- 
mains indelibly in the metal. 


Valuable Installment Sales Record 
Profit Puller No. 23 
E. J. Brown, Warren, Ohio, keeps a daily record of 
his installment accounts, drawn up in a very simple 
form under the following headings: 
Total of Total of 
Chgd. Sales Pd. on Acct. 
Today Today 


Balance 
Owing from 
Customers 

Thus at the close of each business day he has an 
accurate record of conditions in the installment end 
of his business, 
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“Newspapers Balk at Chains’ Propaganda Plan” 


N a recent editorial HARDWARE AGE outlined a plan 

of the National Chain Store Association for educat- 

ing the public concerning the virtues of the chain 
store. The plan calls for a fund of $250,000, to be 
spent in propaganda intended to win the good-will of 
the consuming public. The plan is said not to include 
the use of paid advertising at the present time, although 
such a step may follow. In other words, smoothly 
worded articles boosting the chains are to be prepared 
and sent to newspapers, magazines, etc., to be used as 
free publicity matter. 

Evidently the newspaper men do not appreciate this 
opportunity of donating their columns to the cause. At 
least that is to be inferred from the resolutions adopted 
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at the meeting of the Inland Daily Press Association in 
Chicago recently. 

The resolutions are as follows: 

“Wuereas, We have learned that in a recent action 
the National Chain Store Association determined to em- 
ploy a publicity agent, whose duty it shall be to get into 
the newspapers, in the guise of news, publicity favorable 
to the interest of various chain store organizations, this 
agency to be paid according to the amount of publicity 
which it is able to secure; 

“Wuereas, This method does not seem to be either 
candid or fair, inasmuch as the origin and purpose of the 


matter tendered the newspapers is not made clear to the 
readers; and (Continued on page 76) 
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A. & J. Mfg. Co. Purchased by 
the Edward Katzinger Co. 


The Edward Katzinger Co., manufacturer 
of tin baking pans at 1949 North Cicero 
Avenue, Chicago, Ill., has acquired con- 
trolling interest through the purchase of 
the entire capital stock of The A. & J. 
Mfg. Co., producer of kitchen utensils, egg 
beaters, and toy kitchen tools in Bingham- 
ton, N. Y. 

Arthur Katzinger, vice-president of both 
orgahizations, when announcing the sale 
stated that it will in no way affect the 
operation of the A. & J. company as a 
separate and distinct manufacturing unit, 
except that substantial plant expansions will 
be undertaken. 

Competitive lines manufactured by the | 
two firms have been eliminated and sev- 
eral prices have been adjusted in an effort 
to give customers better service and the 
benefit of greater sales efficiency. | 

The sales forces of the two companies 
are to be consolidated and all products will 
hereafter be sold by direct factory repre- | 
sentatives. It is also planned to stock the 
A. & J. line, with a few exceptions, in Chi- 
cago as well as in Binghamton. | 

E. H. Johnson, former president of The 
A. & J. Mfg. Co. is retiring. Charles E. | 
Kail, former partner and plant manager, 
is remaining as general manager of the 
Binghamton plant. 





Savage Arms Corp. Buys 
A. H. Fox Shotgun Business 


The Savage Arms Corp., Utica, N. Y., | 
has purchased the shotgun business of The 
A. H. Fox Gun Co., Eighteenth Street and 
Wagner Avenue, Philadelphia, Pa. The | 
Fox organization will continue the manu- 
facture of toy pistols and auto accessories, | 
while the gun equipment will be transferred 
to the Savage plant in Utica. 





R. F. Townley Honored by 
Kansas City Hardware Club 


Richard F. Townley, vice-president, 
Townley Metal & Hardware Co., Kansas 
City, Mo., was recently chosen as chair- 
man of the executive board of the Kansas 
City Implement, Hardware and Tractor 
Club. 

The election took place at the club's 
Dec. 9 meeting, held in the Hotel Muehle- 
bach. Mr. Townley succeeds R. B. Lyman, 
manager of Oliver Farm Equipment Sales 
Company. 

A committee has been appointed to ar- 
range an entertainment feature for the | 
delegates to the Western Retail Implement | 
and Hardware Association convention, | 
which will be held in Kansas City on 
Jan. 21, 22 and 23. 








Mechanics’ Lien Law Explained | 
to Brooklyn Dealers 


About a score of members were in at- | 
tendance at the December meeting of the 
Brooklyn Hardware Association. The regu- 
lar monthly conclave of the organization 
was held in the Johnston Building, Nevins 
Street, Brooklyn, on Dec. 12. 








Attorney Brennan, counsel for the asso- 
ciation, explained the legal interpretation 
of the new provisions of the mechanics’ 
lien law, which was recently passed by the 
New York State Legislature, as it applies 
to materials, furnished by dealers, for 
building projects. The usual question box 
feature was conducted by H. A. Cornell, 
and many timely questions were propounded 
and discussed. 

President Edward F. Daily presided, and 
in the absence of Secretary Robert Pear- 
sall, who is confined to his home with ill- 
ness, Robert Hammond served as acting 
secretary. 





M. J. Lacey Now with Landers, | 


Frary & Clark 
M. J. Lacey, formerly sales manager of 
the Pyrex Housewares Division, Corning 
Glass Works, Corning, N. Y., has become 





M. J. LACEY 


associated with Landers, Frary & Clark, 

with headquarters in New Britain, Conn. 
Mr. Lacey directed Pyrex sales from 

1925 to October 1929. He announced his 


| new affiliation recently upon return with 


Mrs. Lacey from a brief European vaca- 
tion. 


E. F. Harding Transferred to 
Disston’s General Offices 


E. F. Harding is now in the sales de- 
partment at the main plant in Philadelphia 
of Henry Disston & Sons, Inc. He was 
for several years the company’s sales repre- 
sentative in the southern part of the Pacific 
Coast territory. 





A. H. Jaeger, 
Leonard Refrigerator Co. 


August H. Jaeger has been appointed 
first vice-president of the 
frigerator Co., Grand Rapids, Mich. He 
joined the organization in 1926 as assistant 


| sales manager, later becoming secretary 


and sales manager. As first vice-president 
he will continue to handle the duties of 
general sales manager. 

The Leonard organization is now invest- 
ing $350,000 in a plant and equipment mod- 
ernization program. When completed, pro- 
duction capacity will be 250 refrigerator 
cabinets per hour, or 6000 cabinets for 
every 24-hour working day. 


Vice-President, | 


Leonard Re- | 


N. Y. Jobbers Beefsteak Party 
Held Dec. 7—360 Present 


The Metropolitan Wholesale Hardware 


| and Housefurnishings Association held on 


Saturday, Dec. 7, a beefsteak party for the 
salesmen of its member firms. There were 
present 360 salesmen, representing 35 com- 
petitors in the metropolitan territory, a 
section that without question is the most 
competitive district in the world. It is 
doubtful if there has ever been a trade 
event which completely paralleled this gath- 
ering, which from the start was a thrilling 
success. Held at Schlifer’s Fashion Cen- 
ter Grille, New York City, the party started 
at six and ended just this side of mid- 
night. There was plenty of fun, music, 
beefsteak, and opportunity for fraternizing. 

Opening remarks were made by Charles 
J. Heale, Managing Editor, HARDWARE 
Ace, and Chief Booster of the Hardware 
Boosters, who briefly sketched the purpose 
of the gathering and who urged the sales- 
men to carefully listen to the explanation 


| of the association, its work and aims. Mr. 


Heale spoke of the highly competitive con- 
ditions which are faced in the New York 
City territory and praised very highly 
those who had made it not only possible 
but also very necessary for the wholesale 
interests of the city to think and act co- 
operatively for the benefit of all factors 
in the hardware industry. 

E. R. Masback, president of the Mas- 
back Hardware Co., New York City, and 
president of the association, was toastmas- 
ter. Following the opening remarks of 
Mr. Heale, he outlined briefly but very 
completely problems affecting the metro- 
politan territory, some of the profit-killing 


| evils which existed, told why they existed 











and how the association, through coopera- 
tive thinking, planning, and acting, could 
correct these evils and improve generally 
hardware and housefurnishings profits in 
the territory. Mr. Masback’s talk stimu- 
lated genuine interest, and was generally 
characterized as a fighting presentation of 
what must and could be done to make 
profits in the New York City area better 
for manufacturer, jobber, and retailer. 

Saunders Norvell, president, Remington 
Arms Co., Inc., New York City, told of 
his own interesting selling experiences as 
a jobber’s salesman. He told of the meth- 
ods which he had found successful and of 
those he had found unsatisfactory He ex- 
pressed a great interest in the work of the 
association and told a few selling stories 
which were based on actual experiences. 

Comments by Mr. Norvell appear else- 
where in this issue. 


D. N. Winner to Leave the 
Fate-Root-Heath Co. 

David N. Winner, manufacturers’ repre- 
sentative at 90 West Broadway, New York, 
N. Y., will on Dec. 31 sever his connec- 
tion with The Fate-Root-Heath Co.. Ply- 
mouth, Ohio. He has represented this or- 
ganization in New England and _ several 
Mid-Western States for more than 15 
years. 

Mr. Winner is at the present time han- 
dling the lines of several manufacturers 
of electrical appliances. He plans to take 
on a new major line about Jan. 1. 
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Sargent & Company Held 

Annual Sales Convention 
“Sargent & Company is bullish on gen- 
eral business conditions in 1930,” said 
B. W. Burtsell, president of the company, 
in an address delivered to about 250 offi- 








B. W. BURTSELL 











cials, executives, salesmen, and_ factory 
heads of departments at a banquet held in 
connection with the company’s annual sales 
convention at New Haven during the week 
of Dec. 9. The banquet, which marked 
the high point of the convention, was also 
addressed by Judge Charles G. F. Wahle 
of New York City. Murray Sargent was 
the toastmaster. 

This convention was the first general 
gathering of the sales representatives un- 








der the direction of the new management | 


of the company, and unusual enthusiasm 
was shown. The sessions of the first two 
days were held at the Hotel Taft, the fol- 
lowing serving as chairmen at successive 
sessions: Murray Sargent, secretary and 


general sales manager; B. W. Burtsell, 
president; P. E. Barth, assistant general 
sales manager, and George F. Wiepert, 


vice-president. The opening address was 
made by Murray Sargent, who welcomed 
the men, explained the purpose of the con- 
vention and outlined the program of ac- 
tivities. He also conveyed to those in 
attendance an inspiring message from the 
vice-president and general manager, R. B. 
Gerard who was unable to be present on 
account of illness. Sixty-five men _ re- 
sponded to the roll call by W. A. Search, 
secretary of the convention committee. 

Ziegler Sargent, treasurer, made an ad- 
dress on “Credits and Finance”; George 
F. Wiepert, vice-president, spoke optimis- 
tically on “Prospects for 1930”; the plant 
manager, J. H. Weller, discussed “Factory 
Problems”; R. B. Cherry pointed out their 
advantages in a talk on “Union Locks”; 
R. W. Langley and G. Douglas Wiepert, 
of the service department, spoke on “Or- 
ders and Ordering” and “Shipments” ; 
Russell S. Fenn, assistant superintendent, 
spoke on “Product Plans”; A. Y. Stilson 
spoke on “Cost Analysis,” and W. N. 
Thomas, merchandising manager, on “The 
Development of Our Line.” 





Murray Sargent, speaking on the sub- 
ject, “Our Sales Policy,” gave a detailed 
explanation of the aims of the company 
and its plans for the development of busi- 
ness. P. E. Barth, assistant general sales 
manager, in an address on “Merchandising,” 
made many valuable suggestions regarding 
methods of securing profitable business. 

During the sessions different lines of 
goods were reviewed and discussed under 
the leadership of H. A. Parks, sales man- 
ager, general hardware and tool division; 
W. C. Sullivan, sales manager, lock divi- 
sion; Fred G. Hammer, sales manager, 
contract division, and A. J. Crawford, sales 
manager, special goods. 





F. H. Elms, Sales Manager, 
Enders Razor Company, Pa. 


Francis H. Elms is now sales manager 
of the Enders Razor Co., Inc., with head- 
quarters at the organization’s main office, 





105 West Fortieth Street, New York, N. Y. | 


For many years Mr. Elms was sales man- 
ager of the vacuum bottle division of 
Landers, Frary & Clark, New Britain, 
Conn. Later he was vice-president in 
charge of sales for the Magazine Repeat- 
ing Razor Co., New York, N. Y. 





Frederick Haase Appointed 
Sparklets, Inc., Sales Manager 


Frederick Haase has been appointed gen- 
eral sales manager of Sparklets, Inc., 19 
West Forty-fourth Street, New York, 
N. Y. Mr. Haase has for some time 
been acting as assistant to A. Edwin Fein, 
president and general manager of the con- 
cern. 





Miss Eloise Budde, formerly assistant in | 


the Home Service activities, has 
placed in charge of the newly established 
Educational Department. 

The company also announces the appoint- 
ment of new divisional sales managers. 
A. H. Leu has offices in St. Louis and 
Kansas City, Mo.; S. H. Stover, of Pitts- 
burgh, Pa., and Mrs. Ruth L. Stevens, 
Allentown, Pa. 

H. J. Gute & Co., 
San Francisco, Cal., with offices in 
Angeles and Denver, Colo., is now acting 
as exclusive sales representative for the 
Pacific Coast territory, including all States 


Los 


originally covered by Phil B. Bekeart Co., 


717 Market Street, San Francisco. 


John A. Townley Is Dead 


John A. Townley, son of the late John 
M. Townley former vice president and 
general manager of the Townley Metal & 
Hardware Co., Kansas City, Mo., died in 
Philadelphia, Pa. on Dec. 10. His death 
followed an operation for appendicitis. Mr. 
Townley came from a well known hard- 
ware family. His brother, Webster W. 
Townley is assistant to Erb Kreider, gen- 
eral sales manager of Townley Metal & 
Hardware Co. and his uncle, Richard F. 
Townley is vice-president of that organiza- 
tion. 

Mr. Townley was on his honeymoon 
when stricken. He had been married on 
Nov. 30 to Miss Dorothy Pew of Kansas 
City. He was a salesman for a Kansas 
City investment house. 


4 
285 Seventh Avenue, | 


been | 





C. A. Darby, Jr., Will Manage 
Whiting-Adams Co. Sales 
Charles A. Darby, Jr., has become the 
general sales and advertising manager of 
Whiting-Adams Co., 690 Harrison Avenue, 
Boston, Mass. He succeeds Paul Chris- 








CHARLES A. DARBY, JR. 











tian, who has become associated with the 
Chatham Phenix Allied Corp., New York,. 
WN: Y.. 

For more than 22 years Mr. Darby has 
covered the United States as a special rep- 
resentative for Whiting-Adams Co. He 
is one of the best known figures in the 
brush industry. 


Copperweld Steel Co. Makes 
Several Personnel Changes 


A new position has been created at the 
Copperweld Steel Co. plant in Glassport, 
Pa. F. A. Whitehead, superintendent of 
rolling mills, has become the new general 
superintendent. 

S. L. Gibason, assistant superintendent, 
has succeeded Mr. Whitehead, and J. C. 
Glover has taken over Mr. Gibason’s duties. 


Luther, Inc., Has Appointed 
Walter E. Gallup 


Luther, Inc., 285 South Water Street, 
Milwaukee, Wis., is now being represented 
in the New England States by Walter E. 
Gallup. He will cover all the New Eng- 
land territory and New York State, with 
the exception of the metropolitan district 
of New York, N. Y., which is in the terri- 
tory of The B. S. Alder Co., 45 Warren 
Street, New York, N. Y. 


Kolster Radio Corp. Appoints 
C. Kneezel Advertising Mgr. 


Kolster Radio Corp., 39 Broadway, New 
York, N. Y., announces the appointment 
of Corson Kneezel as advertising manager. 
The new advertising director has had a 
wide experience in advertising. 
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A Ventilator on a Roller 


An entirely new type window ventilator 
combining beauty and serviceability is be- 
ing manufactured by The Roll-A-Vent Co., 
151 West Fortieth Street New York, N. Y. 

The screen of this ventilator is attached 
to a spring roller contained in an enameled 
finish, rust-proof metal case. This case 
has been designed to fit snugly against the 
window frame. When the ventilator is to 
be used, the screen is drawn across the 





window and easily and securely attached 
to the opposite side of the frame. When 
released, it rolls back into the case, away 
from dust and dirt—out of sight. 

The screen is of special 12-in. pre-shrunk 
Scotch linen, treated to withstand dirt, 
dust and rain, but admitting air. It can 
be detached and washed. *The screen has 
linen binding tapes to keep it firm. The 
container is finished in soft pastel shades. 

With this ventilator in use, a window 
can be opened to any desired height up 
to 12 in., privacy is assured, there is no 
rattle, no installation expense, and nothing 
to get out of order. 


Eight New Perfection Ranges 


With modernization the keynote, a com- 
plete line of eight oil-burning ranges, 
covering every price level and finished in 


two-color combinations, has been announced | 








by the Perfection Stove Co., Cleveland, 
Ohio. 

All of the ovens on the new models in- 
corporate the Perfection “Live Heat” cir- 
culation principle. They are modern, full 
size, and large enough to hold a standard 


size roaster. Each oven has as standard 
equipment a built-in heat indicator which 
records accurately the temperature of the 
oven and which allows the housewife to 
bake by the time and temperature method. 

Model 87, a four-burner range finished 
in satin-black japan and silver-gray porce- 
lain enamel, is the lowest priced of the 
new ranges. Model 89 is the same as 
Model 87, except with five burners. Per- 
fection double-wall chimneys and end shelf 
over the fuel reservoir and a tray under 
the burners are all incorporated in Models 
187 and 189. The predominating color of 
these models is gray, contrasted with satin- 
black. Model 187 has four burners. Model 
189 has five burners. 

In the short-drum Puritan line, Model 57 
has four burners, two of which, under the 
oven, have little giant drums. It has the 
same Perfection “Live Heat” oven and 
built-in indicator as the other new ranges. 
It is finished in black and gray. Model 59 
is the same as Model 57 except with five 
burners. The short burner Puritan, Model 
127, has giant and little giant drums on 
all burners. Two little giant drums are 
placed under the oven, and one giant and 
one little giant under the cooking top. 
Silver-gray is the predominating color, con- 
trasted with satin-black. Model 192 is the 
same with five burners. 


The Kleen Kut Can Opener 
Kut Can 
announced by the 


A new kitchen tool, Kleen 
hasbeen 


Opener, 























| Vaughan Novelty Mfg Co., 3211 Carroll 


Avenue, Chicago, Ill. 

It will open all cans, large or small, 
round, square or oval, with ease and save 
the juices. It cuts out the top of the can, 
leaving a safety curled edge that stiffens 
the can. 

The cutter is made of high-grade tool 
steel and will not shave or splinter the 
edges of the can. All parts are polished 
and nickel-plated. One of the simplest and 
smallest can openers on the market, and 


operates with ease and smoothness. It | 


comes attractively displayed on individual 
cards and is priced to retail at a low popu- 
lar figure. Complete information may be 
obtained from the manufacturer. 


Porcelain Household Stools 


A bath stool and a kitchen stool, both 
made of heavy gage steel, covered with 
porcelain, are now available to the trade. 

The joints of the steel have been elec- 
trically welded and the braces are joined 
by corner bridges, making the entire struc- 
ture very rigid. 

The kitchen stool is 23% in. high, weighs 
6% lbs. and can be furnished in white, 











green or gray. The bath stool is 15 in. 
high, weighs 5 Ibs. and can be secured in 
the same finishes. The New Britain Ma- 
chine Co., New Britain, Conn. 


Improved Master Bake Pot 


The Master Bake Pot has recently been 
improved. It has a vitreous enamel cover 
and inside dishes made of aluminum. 

This product can be used to bake a var- 
iety of foods at the same time and over 
the same flame. Heat is collected by the 
indented bottom, passes up through the 
hole where it strikes the metal covered 





asbestos deflector in the cover. It is then 
deflected downward, through and around 





the food. Very little water is required for 


| cooking vegetables, and a low flame is only 


necessary. The Master Bake Pot has been 
designed so that odors and flavors are 
forced downward and out through the out- 
lets at the bottom of the pot. Thus, vege- 
tables and pastry can be baked at the same 
time without blending of odors or flavors. 
The Master Bake Pot Co., Bloomfield, 
N. J. 


“The Spinning Wheel” Issued 
by The Leyse Aluminum Co. 


Suggestions, news, and other information 
helpful to dealers is featured in each 
month’s “The Spinning Wheel,” an inter- 
esting publication issued by The Leyse 
Aluminum Co., Kewaunee, Wis. 

Two recent issues feature merchandising 
plans found successful by retail merchants 
and descriptions of important features to 
be found in the company’s “Priscilla Ware” 
aluminum utensils. 
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WASHINGTON NEWS LETTER 


H. P. Sheets, managing director, N.R.H.A., reports to National Business 
Survey Conference that 1930 prospects for retail hardware dealers are 
encouraging—Other trade association executives express optimistic. out- 


(Washington Bureau of HARDWARE AGE) 


Prospects for the retail hardware 
trade for 1930 are encouraging. This 
was evidenced by the report of Man- 
aging Director Herbert E. Sheets of 
the National Retail Hardware Asso- 
ciation, which was submitted to the 
National Business Survey Conference 
held here under the auspices of the 
Chamber of Commerce of the United 
States. He declared that the trade for 
the first half of the New Year indi- 
cates that sales will fall somewhat 
from the same period of 1928, “but 
any decline we think will not exceed 
5 per cent and most likely will not be 
more than 3 per cent.” This report 
was interpreted to show that the con- 
dition of the trade is healthy. It is 
largely similar in tone to that of 
President J. E. Stone of the American 
Hardware Manufacturers’ Association, 
published in HARDWARE AGE of last 
week, in which he pointed out that of 
the 71 responses received from mem- 
bers, 71 indicated confidence that con- 
ditions to July, 1930, will not be less 
satisfactory than the corresponding 
period of 1929. 

Mr. Sheets said that the monthly 
hardware survey showed that the 
average experience of the hardware 
retailer during October was a 1 per 
cent decline in sales under October, 
1928, and that retail hardware sales 
for the first 10 months of 1929 were 
almost exactly the same as for the 
first 10 months of 1928. 

The report for heavy hardware, 
made by President Arthur J. Lockwood 
of the American Steel and Heavy 
Hardware Association said that the 
first half of 1929 was unusually good, 
but the association does not expect the 
first half of 1930 to compare favorably 
therewith, estimating there may be a 
drop of perhaps 25 per cent. The 
present situation in the steel ware- 
housing industry was said to be fair, 
but to show a diminution of perhaps 
25 per cent from this time last year. 
Business was reported to have been 
good up to the beginning of October. 

“Merchants handling the heavy hard- 
ware part of our association experience 
but little diminution in the amount of 
orders received,” the report said, “and 
have had a good year, and do not an- 





look for future months. 


By L. W. MOFFETT 


ticipate January will show 
change. 

“Whilst a light inventory is desired 
by most of our merchants at the close 
of the year, it seems plain that orders 
are being placed by them to a reason- 
able extent for January and February 
consumption.” 

President William H. Albers of the 
National Chain Store Association, re- 
ported that there is general optimism 
among chain store merchants regard- 
ing both the present and future. 

In reporting on credit conditions, 
President Justin H. Edgerton of the 
National Retail Credit Association, 
said that merchants of the country are 
facing the Christmas season with 
optimism “and the magnanimous de- 
sire to contribute their customary good 
share of joy and happiness.” It was 
declared that the retail credit situation 
throughout the country at this time is 
economically sound. The volume of re- 
tail credit business was described as 
being steady with credit collections 
normal. However, he said, the National 
Retail Credit Association, in conse- 
quence of the situation that gave rise 
to the conference, deemed it timely to 


| announce a nation-wide program on 


educational and inspirational publicity 
to promote a helpful public policy in 
the matter of retail credit buying. 

“Such a program has long been con- 
templated as a constructive aid to 
users as well as givers of credit,” the 
report said. “It is designed to engender 
such motivation amongst credit users 
as to rebound to their undivided benefit 
as well as to accrue ultimately to the 
betterment of the merchants, inspiring 
them to a broader and more economical 
service to their customers. 

“This association feels competent to 
express the opinion that the retail 
credit merchants throughout the coun- 
try are graciously willing to meet the 
situation that has induced this con- 
ference on a basis that is reasonably 
fair and sound.” 


The executive committee will be 


called into consultation at an early | 


date, but. it was stated by Julius 
Barnes, chairman, that nothing of an 
emergency character exists in the 
present situation to require undue 


much | 





haste in its work. The committee has 
a membership of 20, including some of 
the most prominent men in the coun- 
try. It is proposed that at its first 


| meeting the committee will be in a po- 


sition, after going over the reports 
made to the conference to recommend 
ecurses of action looking to continued 
stabilization of business. 

In announcing the committee, Mr. 
Barnes said: 

“A preliminary study of many re- 
ports submitted to the National Busi- 
ness Survey Conference * * * indi- 
cates that there is nothing to cause 
further timidity or hesitation but, 
rather, warrants confidence in the 
early stabilization of business activity 
without justifying excessive optimism 
before the close of the test period of 
the next few months. 

“Provision for study and comparison 
of conditions in the various industries 
through representative trade organi- 
zations is being made by the forma- 
tion of a large committee comprising 
competent and _ recognized _leader- 
ship in the more important business 
fields. * * *# 

“To shape and direct major policies 
as occasion requires, a small com- 
mittee, which can meet more frequently 
and act with greater despatch, has 
been appointed to summarize and 
weigh the information obtained 
through the larger contact committee. 
In selecting this smaller committee so 
that it would not be unwieldly in size 
it has been necessary to choose from 
a wealth of proven leadership, ability 
and character. In enlisting the ser- 
vice of the members the chairman of 
the conference, with his associates, has 
been guided by many considerations. 
Geographical distribution has been 
taken into account but greater weight 
has been given to breadth of experi- 
ence. Many of those selected have had 
this experience in various fields of 
business and in the direction of differ- 
ent types of industry. Necessarily, in 
making up a small committee it was 
impossible to include many outstanding 
men of tried experience and judgment 
or to include representatives of every 
line of business, many of which are of 
great importance.” 
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GENERAL MARKET NEWS 








Several Favorable Factors Stimulate the 
Demand for Hardware 


NEW YorRK, Dec. 17.—Several favorable factors have lent impetus 
to the current demand for hardware in the leading markets of the 
country. The’advent of colder weather and the proximity of the 


holidays have both had a helpful effect upon business. 


Recent 


snows in many sections have also been a contributing factor to the 


generally improved demand. 


Wholesalers in some market centers are reported as working night 
and day to fill the last minute deluge of orders for Christmas goods. 
Distributors of.such active holiday lines as cutlery and related arti- 


cles, state that business is considerably ahead of last year. 


In most 


sections, jobbers report sales are running at about the same levels 
as last year, while in others slight gains have registered. 


Keen competitive situations, arising between manufacturers of | 
certain staple lines, have resulted in somewhat easier prices. 


In 


the main, however, prices have maintained a steady to firm status. 
Collections continue to retain a normal and satisfactory rating. 





92.7 Per Cent Was Week’s Price 
Average, Says Fisher 


Prof. Irving Fisher of Yale University 


Based on 1926-1928 as 100, and on 474 
| quotations, the index for the week ended 


| Dec. 7, stood at 95.7, for that ended Nov. | 


| 30, 95.3. 


announced on Dec. 8, that wholesale com- | 
modity prices based on Dun’s quotations | 


for the week ended Dec. 7, averaged 92.7 | 


per cent. ° 


The November average was 92.7 per | 
The purchasing power of the dollar 


cent. 
was 107.8 on a 1926 basis of 100c. 
November average was 107.9. 


The 


Crump’s index of English prices for the | 
week on the revised 1926 level was 88.7. 


The November average was 89.3. 

The Italian index on the revised 1926 
basis for the week ended Nov. 30, was 
FAA. 


Wholesale Commodity Prices 
Show Minor Gain in Week 
of 
cent during the week ended Dec. 7, 
registered in the wholesale price index of 

the National Fertilizer Association. 
Advances of two-tenths of 1 per cent 


1 per 
was 


An advance of four-tenths 


occurred during each of the two 
eight-tenths of 1 per cent for the three 
weeks. During the preceding eight weeks 
the continuous decline amounted to 2.8 per 
cent. 

The largest advances last week occurred 
in grains, feeds and live stock, and cer- 
tain foods, including fats, showed a sea- 
sonal advance. Declines occuurred in pe- 
troleum, gasoline, soft coal and lumber. 
Advances occurred in thirty-two items and 
declines in only nineteen. 

The association finds that a marked re- 
covery is manifest in certain important 
agricultural staples, and that the relative 
importance of the advances is greater than 
that of the declines. 


pre- | 
ceding weeks, making a total advance of | 


Freight Loadings Decline 
for Week Ended Nov. 30 


according to the car service division of 
| the American Railway Association. 


| ing Day, this was a reduction of 113,173 
| cars under the preceding week. The total 
| for the week of Nov. 30, was also a reduc- 
| tion of 63,449 cars under the corresponding 
| week in 1928. It also was a reduction 
| of 81,380 cars under the corresponding 


week in 1927; but, in making this com- | 


parison, consideration must be given to the 
| fact that the same week two years ago 
| did not contain a holiday, Thanksgiving 
| Day having fallen in the previous week. 

| 


Bank Debits Decline for 
Week Ended Dec. 4 


Debits to individual accounts, as_ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Dec. 4, which included but five business 
days, aggregated $14,117,000,000, or 17 per 
cent below the total reported for the pre- 
ceding week, and 25 per cent below the 
total reported for the corresponding week 
last year, which also included a holiday. 

Aggregate debits for 141 centers for 
which figures have been published weekly 


| 000,000, as compared with $16,238,000,000 
for the preceding week and $17,779,000,000 
for the week ended Dec. 5 





since January, 1919, amounted to $13,266,- | 


of last year. 


! 


| 


Business Failures Increased 


in Week Ended Dec. 5 


Business failures for the week ended 
Dec. 5, number 394, in comparison with 
303 last week, 417 in the like week of 
1928, 377 in 1927, 405 in 1926 and 381 in 
1925, according to Bradstreet’s. The Mid- 
dle Atlantic States, in addition to showing 
the greatest number of failures, present 
an increase from 104 to 108 failures. The 
Far Western States, which registered the 
lowest number last week, present an in- 
crease from 17 to 38, whereas the North- 
western States are the lowest this week 
with 27. 

There is comparatively little difference 
between this week’s report of failures and 
that of a year ago, considered from a 





Loading of revenue freight for the week | 
ended on Nov. 30, totaled 837,107 cars, | 


Qwing to the observance of Thanksgiv- | 


| numerical standpoint, according to R. G. 
| Dun & Co. 

“Data show 455 defaults this week, 
| against 448 in the same period of 1928, 
| and the increase is almost wholly in the 
| East. In that section, insolvencies rose 
to 193 from 172 a year ago; in the West, 
the number was only 3 higher, and there 
were offsetting decreases of 10 and 7 
failures respectively, in the South and on 
the Pacific Coast. Comparing with the 
| returns two weeks ago, which covered the 
last previous full week, the present state- 
| ment shows a reduction of 17 defaults. 

| “Numbering 65 this week, Canadian in- 
| solvencies are practically identical with the 
64 failures reporter a year ago.” 


Bank Clearings Show Increase 
Over Preceding Week 


Bank clearings in the United States for 
the week ended Dec. 5, as reported to 
Bradstreet’s Journal, aggregated $13,465,- 
633,000, as against $10,738,623,000 last 
week, a holiday week, and $16,092,719,000 
in this week last year. There is here 
| shown an increase of 25.3 per cent over 
last week, but,a loss of 16.3 per cent from 
| 1928. Canadian clearings aggregated $399,- 
| 717,000, against $351,045,000 last week an. 
$512,444,000 in this week last year. 
| 


Building Contract Volume 
Shows Substantial Increase 


With daily average of new building con- 
tracts in thirty-seven Statts at $21,722,000 
for the first week of December, against 
$21,466,000 the preceding week and $17,- 
026,000 in the corresponding week last year, 
there is no indication of depression in the 
construction industry, according to Secre- 
tary of Commerce Robert P. Lamont, in 
announcing the formation of a new Divi- 
sion of Public Construction, to be headed 
by Dr. John M. Gries of Ohio, former 
chief of the Division of Building and 





Housing. 
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RY Cold Weather Merchandise Is Active 
e ‘ e 
| ¢ —Collections Are Rather Slow in Spots 
(Pittsburgh office of HARDWARE AGE) $8.40 per doz. Galvanized No. 25, 


; : , ; eget 5 in., $6.50; 17 in. joz. 
PITTSBURGH, Dec. 17.—While holiday business in this district is amines a eee eee en 


hardly developing the usual proportions, many jobbers are inclined | FLASHLIGHT CASES. 
Winchester ere, Cases.—No. 





to regard it as satisfactory when considered in the light of general 6414, 62c.; No. 6514, 68c.; No. 6824, 
business conditions. It cannot be denied that retail buying, notably $1.43; No. 6921, $2. 40; No. 6924, $2.08; 
j j j j j A rt t.—No. 1614, 
of more expensive goods, is somewhat restricted this year, and while sa51 por wasttaant: Ne. tit, 44.01 
retail hardware dealers report a normal demand for staple holiday per assortment. 
articles such as electrical appliances, winter sporting goods and | GAME TRAPS. 
cutlery, their business lacks the punch which is supplied by heavy Diamond No. 21, $1.35 per doz.; No 
° ° ° ° ° ° 21%, $2.44 per doz.; ; No. 22, $3. 36 per 
sales of specialties which come under the classification of luxuries doz. Ape 
with many people. Stocks are being kept as low as conveniently 1%, $44 por Bon; No 2, $3.36 per 
possible, and jobber business reflects this caution in buying with oer riumph No. 1, $1.82 per Gox.; No. 
a large number of small orders and a rather unimpressive total a a oe °. 
volume of sales. ICE SKATES. 
Heavy snow and prematurely cold weather this year in territory | Boys’ clamp skates, plain, 84c. per 
adjacent to Pittsburgh developed a particularly strong demand for Hockey pattern, $1. 10 per © pr.; 
° ° ° ° . nickel-plated, $1.30 per p. 
sleds, ice skates, heating stoves and kindred articles, which some Ladies’ clamp skates, plain, $1.20 
, 


per pr.; nickel-plated, $1.50 per pr. 


jobbers were hardly in a position to meet. Manufacturers also were 
MISCELLANEOUS TOOLS. 


deluged with orders, and makers of skates were forced to delay 











shipments in many cases. Demand for toys is moderately good and ese 
i i i ivi ; Fe . Cross Cut Saws.—Simonds Crescent 
7 pecowe 4 a Shon perrind in arms and ammunition is about Ground, Nos. a 2 8, 83.324 and 
i j 325, 5 ft. t ; bs $7 
at an end for this season, although there is some holiday demand Blectric Drilla No 141, $24 cach: 
for firearms. No. oat? * $82; No. 122 $48; No. 562, 
. ° . ° ° , 5 oO J 
Collections in this district are slow, and some stores in the mill Files—Disston, 50 and 10 per cent 
- ff list - 
towns are being forced by reduced employment to carry a heavy mond, 60 per cent off list. Simonds, 
volume on their books. ni Garage Vises,—No. ieee 
43%, S ‘ 
Conditions in the steel industry have | . 05; a ‘ * yet tubes, $2.98; 7 
0 Six 
not changed materially, but sentiment 00 ne nd a aes: “ea yh PAINTING SUPPLIES. 
is notably better. Low operations will in sd 74 8, $2.40; 33 x 6.00, $17.55; sone, ee go ge oe 
* . tubes, per gallon; lo 
prevail over the remainder of the eg “4 all instances are each (white and dark greens, 15c. per gal. 
month and many mills will close down and are subject to discounts of 12% ager): =. lead, 14Ke. per i, in 
entirely Christmas week. However, Pa sent on tires and 15 per cent on of 500 ib. et A cond por poh co 
rig encglen Penden petirgerptedt ss. paling Gk ber ik in tated 
the new year look rather good and steel ; Sion Take lots: raw finseed oil, 16-2/3c. per Ib., 
makers are beginning to get inquiry Packages Packages in barrel lots. 
from the automobile manufacturers NO. 458 oo. sees eee e es $2.22 $2.06 
: ; : ‘ 3 Beeeeeeee 3.20 2.97 RADIATOR AND REGISTER 
Other lines offer certain promise of re- io. = Se beisewsonses 2.08 = SHIELDS. 
sumption in buying in January, and if | O° 7g °2127772.7°.7"" 139 1.14 Gem_Adjustable_Radiator Shields 
the automobile industry comes back No. a74 Lies cueookse eee 42 .39 with Water Pan Humidifier: 

. are 1.05 .97 0 ronze alnut 
gradually, the first quarter is expected | = No" 766 271.1222222221! 1:40 1:30 dmananiaiia bie — 
to be a period of constant improvement. LO ES ES 1.40 1.30 —- is — eck 
Better opinion does not forsee a return Smee Wieer=Zethhecon eae - No. 1W__....$3.50 $4.20 $3.85 
to peak operations before the middle No. 6 dr y cells, | ignition type, unit oo ow... 385 455 30 

+ im packages, Cc eac a akensy 2’ “i ¥ 
of the second quarter. Prices are hold Flashlight. —- No. 935, 6%c. each; No. dl so A 4.20 4.55 
ing remarkably well in the face of very No. 950, 61%c.; No. 790, 13¢.; No. 705, No. BW... 4:55 5.60 5.25 
light demand and quotations on all 19%ee.; (No. 750, 13%c.; No.’ 791, 3c. No. 6W .... 4.90 6.30 5.60 
. “3 Hot Shot. —No. 1461, $1.67; No. 1661, No. 6BW ’ 4.90 6.30 5.60 
eae bps i being ee $2.37. No. 7W eh 8.25 6.65 8.95 
or firs uarter buying. onsumers No. 8W 5.60 f 
r res Pi f ] ct ad ices some CHRISTMAS TREE HOLDERS. Register ‘shieds for floor use, Nos. 
are pre Sing 10Fr lower price on 0 Christmas Tree Holders. — Nesco 1 and 5, $12 per doz.; No. 10, $10 per 
steel items, but thus far the mills are No. 12. $6; No. 14, $7; No. 16, $8.40 doz. i 
; 7 per OZ. egiste shieias or i: Se, NOS. 
holding their ground. Crown, 2 in., $8; 3 in., $13.20 per 2 and 15, $6 per doz.; No. 20, $5.20 
doz. per doz. 
Coal shovels, Monongah, No. 1, Union Hardware Co. line, No. 2, 5 
RETAILERS, F.O.B. PITTSBURGH. $14; No. 2, $14.50; No. 3, $15 per doz. 70c. per pr.; No. 3, T5c. per’ pr.; No. 
2 Pet oe 1, wn: Bae .% gs 10. $1.05 per pr.; No. 5, $1.45 per pr. 
N per doz. Gail polishe Jins y ili Ni 81 1.45 
AUTOMOBILE TIRES AND TUBES. 1, $13; No. 2, $13.50; No. 3, $14 per m.. age A reo fan Rng ig Og 38. sun 
Mansfield tires, 4 ply balloon type, doz. Pacemaker, black, No. 1, $12; ber tire, $2.50 per pr. 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, No. 2, $12.5 No. 3, $13 per doz. Winchester 7g No. $831, $1.35 per 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; Pacemaker, at polished, No. 1, $13; pr.; No. 3832, $1. 45 per pr. 
tubes, $1.70; 29 x 5.00, $9.90; tubes, No. 2, $13.50; ce 3, $14 per doz. Chapin line, No. 103, child’s skate, 
$1.75; 30 x ‘5.00, $10.20; tubes, $1.80; Black gold, No $18; No. 2, $18.50: 75c. per pr. 
31 x 5.00, $10.65; tubes, $1.85; 32 x No. 3, $19: No. P $20 per doz.: Coal 
5.00, $11.75; tubes, = 90; 28 x 5.25, Hods, Japanned, No. 5, 16 in., $3.25; SLEDS 
$11. 10; tubes, R 85; 30 x 15.28, $11.90; 17 in., $3.60 per doz.; Galvanized No. : 
tubes, $2.00; 31 x 5.25, $12 "50: ee. 10, 16 in., $4.30; 17 in., $4.75; 18 in., Flexible Flyer Sleds, 334% per cent x 
$2.05; 29 x 5.50, $12. 65; tubes, $2. $5.25: 20 in., $7 per doz. Galvanized off factory list. ’ 
Same, 6 ply, 31 x 5. 25, $14.70; ae No. 76S, $8 and galvanized No. 86S, Lightning Glider Sleds, 32 in., $1; 34 \ 
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ed $1.20; 36 in., $1.35; 45 in., $1.75; Vurldbest Ventilators, No. 2, $1.75; 
mS 47 ‘in., $1.90; 52 in., $2.20. 3, $2.00; No. 4, $2.50; No. 5A, 
: All prices are net each. 33 "00: No. 6A, $4.00; No. 6B, $4.50, and 
i 6C, $5.00. These are LIST EACH 
ny prices and subject to a dealers’ dis- 
es VENTILATORS. count of 33% per cent. 
" ee line: , De - Flekt - — 

metal center ventilators); No. 6 . 

$2.50; No. 87, $3.00; No. 88, $4.70; No, || WIRE PRODUCTS. 


117, $4.35 per doz. net. Continental 


wood frame cloth ventilators, No. | Fence Wire 








V-836, $2.00; V-923, $2.00; No. per 100 Ib. Annealed Galvanized 
V-937, $2.20: Ne: vV- 949, $3. 75: No. No. 6 to 9 gage...... $2.90 $3.35 
V-959, $4.40; No. V-1537, $3.45; No. ae | ee oe 2.95 3.40 
V-1549, $5.00 per doz. NET. Conti- WD 2h Aescw cs sens oe O00 3.45 
nental metal frame cloth ventilators, ae a eer 3.05 3.55 
No. 833, $2.50; No. 837, $2.80; No. 845, RS ee reer 3.15 3.70 
$3.75; No. 1137, $3.45; "No. 1145, $4.40; BS, EP Sac cccitch a.aeraie ocaaue 3.25 3.90 
No. 14387, $5. 06, and No 1445, $5.00 BIRO ous aces a niksh's Ses 3.45 4.20 
per doz. NET. es | aes ne ere 3.65 4.40 
Diamond E, No. ‘-<" $3 per doz.; No. 3arbed wire (per 80-rod spool): 
01, $4.40 per doz.; No. 02, $4. 80 per MOWAT GRERIG onc vccceccccccenues $2.74 
doz.; No. 03, $5.60 per doz.; No. 1, DAME UI aj5a's <a oas 6 3G ln ee po 8 2.93 
$5.20 per doz.: No. 2, $5.60 per doz.; Ma PN on cg kay dona Ketae tts 3.16 
No. 3, $6.40 per doz.; No. 4, $7.60 per | eee eee 2.92 
doz.; No. 5, $8.40 per doz. 2-point cattle (special).......... 2.10 


Field Woven Wire Fence (per 100 
rods: 
ROTA sca e chen dcusswad sasearne $39.80 
PO ork ahh ia wide iano WORE OES 55.80 
Sree eee 27.70 
Ch OCR EES Ree rere eer ree 37.00 
hb aa die Beale ane wea eee 35.80 
oes fos 0:00 Os whee nae ace 45.20 
Poultry and rabbit, No. 14% gage: 
PON MOE eo och Beau dalek cles cameras $36.50 
PE Sires dy see eckwbeneweuwes 44.00 
DO oka 4 ev eet edoasenes 49.00 
Smaller mesh: 
PES LEAG sieGedeeewtseternneweonee 37.00 
BULGES fi scdos ace diesbyardn's sre eiacers 44.50 
INGE ON oo oss bask wien cc esos ainle'o sere Ee 
RO HEE eS aie eee nee ce dean ene es 60.00 


Steel Fence Posts: 


Galvanized Painted 


_Tubular Angle Steel 









| hy PET Eee. WOR; COGN Leaasdens 
6% ft. .each 38c. each 
(ee -each 40c. each 
(. = rere rr rrr se 45c. each 

Bright nails, base, per keg, $2.65 to 
$2.70. 





(Chicago Office of HARDWARE AGE) 

CHICAGO, Dec. 17.—Christmas wholesale trade is at a high level. 
With a few exceptions, quality merchandise predominates in the 
demand. Late buyers are assailing the toy market with insistent 
orders. Some shortages in juvenile lines are certain. Jobbing 
stocks of ice skates have been broken by the early demand resulting 
from the November cold snap; “shorts” have already developed. 
Radio orders are coming in freely. Toboggans and skis have been 
lively for several weeks. Boxing gloves and striking bags are active 
under the stimulus of winter weather in combination with the holi- 
days. Boys’ footballs are well represented in current orders. Activ- 
ity continues in the sale of hunters’ supplies, volume being abreast 
of that for last year at this time. Futures in roller skates are 
active; shipments are moving freely to the southern territories. 
Wire cloth futures are developing in fair volume under the influence 
of the current low market; prices in this line are expected to stiffen 
before the active selling season opens. Low prices are also stimu- 
lating orders for solder and babbitt metal; at any rate, business is 
good in the face of a weak market. Sledges and wedges are at the 
peak of demand. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 








AUTOMOBILE ACCESSORIES. BOLTS AND NUTS. 

Spark Plugs.—Splitdorf for Fords, Large carriage bolts, cut thread, 
50c. each; regular, 58c. each; Cham- 60 per cent discount; small carriage 
pion X, 45c. each; Champion Blue- bolts, cut thread, 60 per cent dis- 
Box line, 538c. each; A. C. 538c. each; count; small carriage bolts, rolled 
lots of 100, 50c. A. C. Special Ford, thread, 60-10 per cent discount; 
36c. each large machine bolts, cut thread, 60 

Spot Lights.—Appleton, No. 3280, per cent discount; small machine 
$6.50 each. — bolts, cut thread, 60 per cent dis- 
_Chains.—Nonskid, dozen pair lots, count; small machine bolts, rolled 
35 per cent discount. thread, 60-10 per cent discount; all 

Jacks.—National Standard, No. 21, stove bolts, 75-10 per cent discount; 
$1.30 each. ‘ lag screws, 60 per cent discount. All 
s18h cnch, Rose 1% in., cylinder, discounts are from “full case’’ lists. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 

G os 3% Laperty cord, ig Rago BUILDERS’ HARDWARE. 
? e eavy duty oversize, $6.50; Lib- . : 
a erty, 32 x 4, $9.50; Mansfield heavy eS oF oe eee oe Gee 
a duty, 32 x 4,’ $11.50: Mansfield double dull brass finish, $2.16 per doz. pair 
i service 29 x 4.50. $13 25: 32 x 6.50 in case lots less than case lots, $2.34 
ig q > om 4 n1Z” 14’ per doz. pair; 4 x 4 steel butts, old 
3 $27.60. Tubes, 30 x 3%, Mansfield, 
% $1.30 each; 29 x 4.40, Mansfield, $1.50 copper or dull brass finish, $3. 00 per 
Pf each: 30 x “3% Liberty $1 05 each: doz. pair in case lots; less than case 
Hy 20 x’ 4.40, Liberty, $1.29 each; 32 x lots, $3.12 per doz. pair. Heavy steel, 
& Pe es, Ji es : bevel, inside sets, $6.00 per doz. sets 
i So aie on casings and in case lots. Steel, bit-keyed front 
e 121% per cent on tubes. i door sets, $1.55 per sent. Wrought 
i of Bon Freeze Solutions. — Prestone brass, bit-keyed front door sets, $2.60 
3 $3.80 per gal., in less than full case per set. Cylinder front door sets, 

lots: in full case lots, $3.60 per gal. $6.00 per set. 

‘BICYCLES. CHAIN. 
Double Bar Motor-Bike Model, %-in. proof coil chain, $11.00 cwt., 

q $26.26; ladies’ model, $25.90; ‘iad base; trade-marked coil chains, 40- 10 
\ and boys’ juvenile model, $22.60. per cent list. 








COAL HODS. 


Christmas Trade Is at High Levels— 
| {| AG ; Volume Is Fair in Spring Future Orders 


Galvanized, 16 in., open $4 doz.; 
17 in., $4.30 doz.; 18 in. $4.70 doz.; 
Japanned, open, 16 in., ” $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funne 1, 17 in. $5.35 doz.; 


18 in., $5.80 doz.; Japanned, funt 
17 in., $4.10 doz. 


COPPER RIVETS AND BURRS. 


iel, 


Copper rivets and burrs, 30-10 per 


cent off list. 


ELECTRICAL GOODS AND RADIO 


EQUIPMENT. 


Electrical Merchandise. — No. 


14 


rubber covered wire, $6.50 per 1000 


ft.; in less than 100 ft. lots, $6.75 


40; 


No. 18 lamp cords, $11.25 per 1000 't.; 
in 1000 ft. lots, $10.50; Ww-in. brush 


brass key sockets, 18c. each; lots 
25, 12%c. each; two-way (Hem«< 
plugs, 30c. each; in lots of 10, 2 
each; two-piece attachment plugs, 
each; dry cells, boxes of 55, 32% 


of 
0) 
Oc. 
ac. 


AC. 


each; less than case lots, 36c. each. 

Electrical Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75: 


Percolator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteri 

D779 E, $1.40 each; in case lots of 5 

$1.30; No. 770, $3 each; packages 


es, 


of 


"5, $2.80; No. 772, $2.06 each; packages 


of 5, $1.92; No. ‘486, $3.20 each; pac 


ages of 5, $2.97; No. 485. Layert 
battery, less than standard packag 


$2.22 each; in original standard pac 


ages, $2.06 each. 

Radio Tubes.—UX-201-A, 75c.; U 
199, $1.20; Ale 227, $1.50; UG- Mit 
$1.35; UX-250, $6.60 each; UX 
$2.10 each; Ux 224, $2.40 each. 


k- 
rilt 
es, 


k- 


x- 
1A, 
245, 


FOOTBALL AND BASKETBALL 


SUPPLIES. 


Goldsmith official seamless water- 
proof footballs, $9.35 each; Confer- 


ence footballs, $8.00 each; Scholas 


tic 


footballs, $5.35 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 


genuine cowhide, $7.75 per doz.; St 
cial basketballs, $14.95 per do 


Goldsmith official basketballs, lac 


ved 
oe 
rhe 


less with rubber valve, $14.00 each. 


FURNACE SCOOPS. 


D-handle, competitive grade, $5. 
per doz.; good grade, hollow-bac 


$9.00 to $10. 00 per doz. 


HAMMERS AND HATCHETS. 


Hammers.—First quality, 10 «¢ 


56 
k, 


IZ. 


nail hammers, $12 doz.; 16 oz. ma- 


chinists’ hammers, first quality, $9. 


20 


doz.; competitive grade, 16 doz. nail 


hammers, $6 to $8 doz. 
Hatchets.—First quality hatche 


ts, 


No. 2 shingling, $12.50 doz.; frst 


quality hatchets, No. 2 broad, $16. 
doz.; medium quality hatchets, No. 


40 
9 
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shingling, $8 doz.; medium quality 63c. per gal.; steel drums, extra, 
hatchets, No. 2 broad, $12.50. $10; returnable. 
N — lots, 69c. per 
= gal., net. 
HA! DLES, HICKORY White lead.—100 Ib. kegs, $14.25 
No. 1, hickory ax handles, $4.00 per per cwt.; 50 Ib. kegs, $14.50 per 
doz.; No. 2, $3.00 per doz.; finest ewt.; 25 lb. kegs, $14.50 per cwt.; 
selection second-growth white hickory 12% lb. kegs, $14.75 per cwt. 
handles, $6.50 per doz.; special white Shellac (4 lb. cuts).—White, $2.48 
second-growth hickory, $5.00 per doz.; per gal. in barrel lots; orange, $2.08 
No. 1 hatchet and hammer handles, per gal. in barrel lots; second grade 
90c. per doz.; second-growth hickory white, $2.17; second grade orange, 
hatchet and hammer handles, $1.75 1.82. 
per doz. Snglish Venetian Red.—In barrels, 
54%4c. per lb.; in 100-lb. lots, 6%c. 
HUNTERS’ SUPPLIES. per Ib. nae see 
é —, s, Se > 
Waterproof coats, $58.65 per doz.; ar since — — 


ee ey .00 per doz. —_ 
rubber boots, $5. per pair; mackin- 7 
tosh wading pants, $16.00 per pair. POULTRY NETTING. 

Galvanized before, 6314 per cent off 
ICE SKATES. list; galvanized after, 60° per cent off. 


Union hardware skates, No. 1624, 
75c. per pair; No. 524%, $1.15 per PYREX WARE. 





pair; No. 624, $1.00 per pair. Chil- Round casseroles, 1 qt., $12 per 
dren’s extension bob skates, 35c. per doz.; 1% at., $14 per doz.; 2 qt., $16 
pair; Nestor Johnson Flyer skates, per doz.; Oval casseroles, same 
$5.25 per pair. prices as round; 8-in. pie plates, $6 

2 per doz.; 9-in. pie plates, $7.20 per 
NAILS, WIRE AND STAPLES. doz. ; small utility dishes, $8 per 
se : doz.; large utility dishes, $14 per 

L.c.l. quantities, common wire and doz. 


cement coated nails, $2.95 base, car 


loads, on application; steel cut nails, ROLLER SKATES. 








$4 base. 

No. 9 black annealed wire, $3.30 Union line, No. 3, 76c. per pair; 
per cwt. No. 9 galvanized, plain Nos. 4 and 5, $1.35 per pair; No. 6, 
wire, $3.75 per  cwt., catchweight $1.45 per pair. 
spools, galvanized cattle or hog wire, Chicago line, No. 101, $1.30 per 
$3.85 per cwt.; polished fence staples, pair; Nos. 103 and 105, $1.40 per 
$3.65 per cwt. pair; No. 181, $2.65 per pair; Nos. 

5 183 and 185, $2.75 per pair. Win- 
PAINTS AND OILS. chester line, 5 ere eee 
ai . y, 32 = P f ) - 

Linseed Oil, Raw.—Barrel lots, or 8 pair; No. (girls’), 5 per 
$1.34 per gal.; 5 barrel lots, $1.31 : 
er gal. 
an Oil, Boiled.—Barrel lots, SAWS 
$1.37 per gal.; 5 barrel lots, $1.34 Circular cord wood, 20-in., $1.90 to 
per gal. | $2.50; a, Bee to $3. 00; 24-in., 

Denatured Alcohol. — Barrel lots, $2.60 to $3. 26-in., $3.00 to $4.00; 


| 
| 
| 


| 
| 
| 
| 


28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 


Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft., wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


SLEDGES AND WEDGES. 


Hight-lb. striking or blacksmiths’ 
sledges, $1.05 each; 5-lb. common 
wood choppers’ wedge, 36c. each. 


SOLDER AND BABBITT METAL. 
Warranted 50-50 solder, $29.00 per 


ewt.; medium, 45-55 solder, $28.00 
per cwt.; tinners’ 40-66 solder, $27.00 
per cwt.; high speed babbitt metal, 
$20.00 per cwt.; Standard No. 4 bab- 


bitt metal, $12.00 per cwt. 


| STEEL SHEETS, FLAT OR COR- 


RUGATED. 

24-gage, galvanized sheets, $4.90 
per 100 Ib.; 24-gage black sheets, 
$4.05 per 100 Ib. 


"TOYS. 


Electric trains, from $4.15 to $30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each: 
No. 2, $3.33 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


| WIRE CLOTH. 


| 


Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 

WRENCHES. 

Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 50- 
10-5 per cent. off; knife-handled 
wrenches, 40-10-5 per cent off. 


Demand Has Shown Improvement. 
NEW YORK: Collections Are in Satisfactory Shape 


NEw YorRK, Dec. 17.—Stimulated by the recent snow and the 
colder weather now prevailing, seasonable merchandise and holiday 
goods are moving from the Metropolitan hardware market in in- 
creased volume. Most wholesalers report business as comparing 
favorably with the corresponding period of last year. 

Trade in snow goods has been especially active during the past 
week. Sleds, snow tools, ice skates, heaters of every description 
and kindred cold weather merchandise has enjoyed a heavy sale. 
Fill-in orders for Christmas merchandise are being received in 
healthy volume. 

Prices, said to be below the cost of production, are responsible 
for a “land-office” business in scoops, shovels and spades. The 
opinion is fairly general that the present low prices are of tem- 
porary nature. One of the prominent makers of cylinder night 
locks and latches has recently announced a special offer, whereby 
a certain number of free locks are given with a quantity purchase. 
According to reports, the special offer will expire on Dec. 20. Some 
minor reductions have been made in certain sizes of wrought steel 
butts. 

Collections retain a satisfactory status, although more care is 
being exercised in extending credit than in the past. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. NEW YORK. 


ANTI-FREEZE SOLUTION. BOLTS AND NUTS. 
Eveready Prest ) al. , ‘ 
90: an nea $3.60: i al. aon Carriage bolts and lag screws, all 
$5.40 each. sizes, 60 per cent off list. 
ASH SIFTERS. — bolts, 75 and 10 per cent off 
ied galvanized ash sifters, $2.00 Machine bolts, all sizes, 60 per cent 
eac off list. 


In lots of 12 or more, $22.50 per 
dozen. 


Step bolts, 50 per cent off list. 


| 


| 
| 








BUTTS. 
Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 x 4, 24% cents per pair in less than 
case lots, and 23 cents per pair in 
case lots. 


CHRISTMAS TREE LIGHTS. 


Prop sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.48; No. 73, $2.15; 
No. 72, $2.43: No. 3020, $1.73; No. 
3000, $1.48; No. 306, 87c.; No. 305, 
87c. and No. 310, $1.38. Prices are 
each and net. 

Noma outfits, No. 3500, $3.94; No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net 

Christmas tree lamps 77 
Mazda assortment (100 in wa ‘$6. 90: 
No. 78, Mazda lamps, 10 in a box, in 
following colors: red, blue, green, 
orange, opal, pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100. 


FIREPLACE FIXTURES. 


Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 ~ 
$9.75. per pair; Flemish, $5.50 
$11.55 per pair; Swedish, $5.7 75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GLASS BAKING WARE. 


Casseroles.—Round or oval, 1 qt., 
$1; 1% at., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 
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Pie Plates.—8 in., 50c.; 9 in., 60c.; 


10 in., 67c. 
Bread Pans.—No. 212, 60c.; No. 214, 
No. 


i. 
Utility Dishes.—No. 231, 67c.; 
232, $1.17. 

Teapats.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33, 


ICE SKATES. 


Union ice skates, hockey outfits, 
men’s No. 90, $5.25; No. 290, $6.00; 
wast No. 90L, $5.25, and No. 290L, 

Racing outfits, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L 
$5.25, and No. 295L, $6.00 


Club outfits, men’s a 212, $3.75, 
and ladies’, No. 213, $3.7 

Professional hockey outfits, men’s, 
No. 390, $6.65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are 


from 4 to 11, and ladies’ shoe sizes 
in all cases are 3 to 9 


JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 851, 


$7.80; No. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9.40; No 
a ale each; No. 922, $17.50, and 

$17.50 each. 

a wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6. 50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LAMP CORD. 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 


twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 


and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool. 
$10.75; 18 ga. 1/64 cotton single con- 


ductor wire, white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 


500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 


covered heater cord, 250 ft. on a 
spool, $18.50. 

NAILS. 
Wire nails, Standard New York 


Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, Brook- 
lyn, Queens, Westchester and New 
Jersey is $3.35 per keg. In Nassau 
and Suffolk Counties, $3.50 per keg. 
Cut nails, less than 10 kegs, $3.90; 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 


and web heel, 78c. per pair; 
same for boys with self- contained 
ball bearing wheels, $1.42 per pair; 
| for girls, $1.62 per pair. 
toler skates accessories: Keys, 
2c. each; skate wheels, with self- 
contained bali bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

No. 
101, 


Chicago line, No. 181, $2.65; 
183, $2.75; No. 185, $2.75; No. 

$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD. 


Sash_ cord, 


| clamps 






Samson Spot, 
62c.; No. 8, 61c.; Aetna, No. 7, 
per lb.; No. 8, 28c. per Ilb.; Phoenix, 
No. 7, 48¢. per lb.; No. 8, 42c. per Ib. 


SCREWS. 


Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
37% and 10; round head, brass 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-7% per cent discount. 


SLEDS. 


Flexible 
$3. 16% ; 


Flyers, No. 1, $2.50; No. 2, 
3, $4.00; No. 4, $4. 3314: 
%; Jr. Racer, $3. 50, and 


No. 10, 
$1.36%4; $1.71; No. 12, $1.93%4, 
and Racer, $1 ite 
Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled backs, 
No. 10, $1.06 each. 


STOVE GOODS. 


Stove pipe, black iron, 28 gage, 12 
lengths in a bundle, 4 in., 12c.; 4% 
in., 18%c.; 5 in., 15c.; 5% in., 16%4c.; 
and 6 in., 19c. 

Stove pipe elbows, black 
gage, 12 in a bundle, 4 in., 
in., 15%c.; 5 in., 16c.; 5% in., 
and 6 in., 18c. 

Pipe dampers, cast iron, wood han- 
dle, 4 in., 914c.; 4% in., 10c.; 5 in., 
10c.; 5% in., 11c.; 6 in., 11%c.; 7 in., 
1624c., and 8 in., 26%c. 

Flue stops, tin rim, lacquered, di- 
ameter, 875 in., 12 in a box, 6%4c. 

Stove pipe rings, tin, lacquered, 12 
in a package, 4 in., 3c. 4% in., 


No. 
5.831 


3312. 
‘ Rigs: 9, $1.14; 





iron, 28 
15c.; 4% 
17e. 





3%c.; 5 in. 314¢.; 5% in. mA “4c. 3 
6 in. 4:7 120: and 7 in., 5c. 
Stove pipe wire, plain iron wire, 


50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 
Stove lifter, nickel plated, cold 
spiral loop handle, 12 in a box, 64c 
each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4% x 
18 in., 6%c. each: % x 24 in., 15c. 


each. Never Break Poker, 19c. each. 
Furnace pokers, wrought iron, 3 ft., 
66c.; 4 ft., 84c.; 5 ft., $1.00, and 6 ft., 
$1.16. 
Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 





Flue shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%8c.; 
12 in. handle, 6c.; 15 in. handle, 9c.; 
galvanized, one piece steels, round 
handle, 3 in a bundle, 12 in. handle, 
7c.; 14% in. handle, 1lc.; extra heavy, 
japanned, scoop, 6 x 9 in., round 
nandle, capped end, 25% in. overall, 
3 in a bundle, 11%c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; ~ 
x 42 in., $1. 77; 18 x 18 in., 60e.; 
24 in., 73c.; 26 x 26 in., 80c.; 28 x 28 
in., 90¢.; 30 x 30 in. $1.05; 32 x 32 
in., $1.25, and 35 x 35 in., $1.55. 


TIRES AND TUBES. 
, —_— tires, 4 ply, 





balloon ty pe, 


ry 4.40, $7.40; tubes, $1.50; 

4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x 5.25, 
$11.90; tubes, $2.00; 31 x 5.25, $12.35; 
tubes, $2.05; 20 x 5.50, $12.65; tubes, 
$2.25. 


$14.70; Poy 
tubes, $2.3 

$2.25; 31 ‘x 
32 x 6.00, 
$17.55; 


Same, 6 ply, 31 x 5.25, 
$2.05; 30 x 5.50, $16.05; 
30 x 6.00, $16.15; tubes, 
6.00, $16.65; tubes, $2.30; 
$16.96; tubes, $2.40; 33 x 6.00, 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


TOYS. 


Child’s 
handles. 
17c. each, 

Arcade 


garden sets with 18 in. 
Net, No. 1, 10c. each; No. 6, 
and No. 9, 30c. each. 

toy lawn mower, No. 564, 
55c. each; in lots of 12 or more, 50c. 
each. No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%4c. each; Little Jewel, 834%4c. each; 
and Bissel Junior, $1.33%4 each. 


TRAPS, GAME. 


Victor game ae No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 
, $3.70. Prices are net per dozen. 


’ Vietor jump traps, No. 0, $1.75; N 
1, $2.00; No. 1%, $3.05, and No. : 
$4. 80. Prices are net per dozen. 

VENTILATORS. 

Diamond “E”’ Filter Ventilators, 
Cloth - Louver type, 1930 dealers’ 
prices: No. 6, $8 per dozen; No. 7, 
$10 per dozen; No. 8, $12 per dozen. 

WEATHERSTRIP. 


Weatherstrip, Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 
earton. Wood weatherstrip, 
80 cents per carton, and No. 
$2.00 per carton. 


WINDOW SCREENS. 


cents per 
No. 25, 


ae 
io, 





Diamond ‘E” all metal fly screens, 
dealer prices for 1930 season. 

No. 1, galvanized, $6 per dozen; 
No. 3, $8 per dozen; No. 4, $9.20 per 
dozen; No. 6; $10 per dozen; No. 7, 
$12 per dozen; No. 8, $12 per dozen; 
No. 11, bronze, $10 per dozen; No. 
13, bronze, $12 per dozen; No. 14, 
$13.20 per dozen; No. 16, $14 per 
dozen; No. 17, $16 per dozen; No. 18, 
$16 per dozen. 


October Sian Decline While Imports Show Gain 


October exports to all grand divisions of 
North America and 
Oceania were materially under those of 


the world except 


| 920,756; 


the same month in 1928, it is disclosed by | 


an analysis of the month’s foreign trade 
compiled by the Department of Commerce, 


Imports showed an increase. 


Exports for the month totaled $528,412,- 
108, against $550,014,120 in October of last 
year, with shipments to Europe totaling 


$263,184,535, against $268,855,992; North 
America, $127,224,482, against $126,793,- 
100; South America, $44,048,937, against 


$49,251,077; Asia, $65,667,501, against $77,- 


Oceania, $16,311,170, against $14,- 
563,290, and Africa, $11,975,483, against 
$12,629,905. 

Imports aggregated $391,025,031, against 
$355,357,779, with receipts from Europe 
totaling $138,934,279, against $121,234,240; 


| North America, $81,684,442, against $84,- 
398,072; South America, $56,186,218, 
against $41,535,218; Asia, $106,256,222, 
against $97,672,778; Oceania, $2,817,660, 


against $3,215,189, and Africa, $5,146,210, 
against $7,302,282. 
The outstanding feature of the month’s 





| 


to Soviet Russia in Europe from $1,285,997 
in October, 1928, to $8,009,983, and the 
declines in exports to China and Japan, 
the former dropping from $17,747,914 to 
$12,629,354 and the latter from $39,137,195 
to $31,361,707. Exports to the United 
Kingdom and Canada also were under 
last year, the former dropping from $97,- 
962,921 to $94,964,235, and the latter from 
$89,492,318 to $83,720,842. 

In the realm of imports, marked in- 
creases were noted in receipts from Japan 
and China, the former increasing from 


export trade was the increase in shipments | $35,360,572 to $42,374,786. 
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C] AT] Sales Are Ahead of Year Ago. 
Cl N N N “4 Collections Show Improvement 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Dec. 17.—District sales volume on all lines of hard- 
ware merchandise, except builders’ supplies, is still on a high level, 
according to reports of district hardware jobbers. In fact, each 
month throughout the year has shown an increase over the preced- 
ing month and according to the present trend of business, Decem- 
ber will continue the same market strength. 

Weather conditions during the later part of the fall prevented 
contractors from digging for foundations and accordingly, general 
building activity has been curtailed. With the need for builders’ 
supplies accordingly slack, demand for these items is not brisk. It 
is anticipated, however, with several large construction projects 
under way and others under contemplation that interest in builders’ 
hardware will quicken after the first of the year. 

Retailers are beginning to feel the influx of trade for holiday re- 
quirements and accordingly, business of the store operators is 
bracing. 

While collections are still somewhat slow, the trade indicates that 
there has been a slight improvement in the general credit situation 
during the last two weeks. 

The continued firmness of prices reflects the steadiness of demand 
and the strength of the market. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 

AUTOMOBILE ACCESSORIES. lots or over, 57c. a gallon; in gallon 
Balloon Cord Casings ay a lenis 


High Medium Low Note.—There is ¢ 
pee : I — sre is a charge of $6 a 
Grade Grade Grade drum, but this amount is refunded 


29x4.40 ...... $9.42 $6.15 $4.94 when the drum is returned. 

30x4.50 ...... 10.06 6.88 5.50 Eveready Prestone.—1% gal. cans, 
ee 11.12 8.23 6.96 4 to case, broken cases, $3.80 a gal.; 
30x5.00 ...... 11.41 8.49 7.18 full cases, $3.60 a gal.; 1 gal. cans, 
Te <a 13.36 10.21 8.60 6 to case, broken cases, $3.80 a gal.; 
eS ees 15.42 11.93 10.36 full cases, $3.60 a gal.; % gal. cans, 
SEEE00 . «05. 15.96 12.31 10.70 12 to case, broken cases, $4.00 a gal.; 


full cases, $3.80 a gal. 
lvo.—In one gallon cans, $1.85 a 





300344 penises hg $5. 7 gal.; in 2 gallon cans, 3% gallon 
Sind eee ewes oe 737 cans, 30 gallon and 50 gallon drums, 
Ranges: $11.82 9.58 7:93 $1.80 a gal. 
32x4% rr s. oes 12.95 11.22 FIRE SHOVELS 

Balloon Inner Tubes No. 80, 50c.; No. 54, 70c.; No. 56, 
20x4.40 $1.12 80c.; No. 56 Galvanized, 85c.; Never- 
30x4.50 1.19 break, 16 in., $4.55. 
29x5.00 1.30 
30x5.00 1.34 ICE SKATES. 
meg cas Common, 86c. a pair; Nickel Plated, 
323x600 1.93 $1.22 a pair; Hardened runner, $2.20 
—— a pair; Ladies, $1.20 a pair; Hockey, 

$1.15 a pair. 

OGL OTE $0. bie 
30x314%4 Regular ...... 104 $0.89 MOPS. 

Oversize ...... 1.12 nese Betty Bright self-wringing mop No. 
a settee rere eeeeeeee 0 Meo 10, $8 per doz.; Betty Bright self- 
_ cmaeeenimetaeneee Mime eo 

BOLTS AND NUTS. NAILS. 
Cut thread carriage and machine Common wire nails, $2.85 per keg. 


bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, PYREX WARE 


60 and 10 per cent off list; stove 


bolts, 20 per cent off list; square, Round Casseroles. — No. 621, 60c. 
hexagon and tap nuts, 60 per cent each; No. 622, $1 each; No. 623, $1.17 
off list. each; No. 624, $1.33 each. 
_ Casseroles.—No. 653, $1.17 
BUILDERS’ HARDWARE. “ Casseroles.—No. 632, $1 h; 
i Sel 3 9 —INO. eac 
— Sash weights, $2.00 No. 633, $1.17 each; No. ‘634, $1.33 
Inside Sets.— Square bevel inside eacn. . - - 
sets in case lots, $4.50 per doz. ogy Pie Plates. — No. 206, I7c. 
Butts.—314 in. old copper and dull each, No. 208, 50c. each; No. 209, 
brass butts, 15c. per pair in case 60c. each; No. 210, 67c. each; No. 211, 
lots; sand blast, brass finished butts, 78c. each. f 
18c. per pair in case lots. Round Pudding Dishes. — No. 021, 


40c. each; No. 022, 57c. each; No. 023, 


67 h; N 024, 80 h 
Sa Ae AND ANT Square Pudding Dishes.No. 053, 


FREEZE MIXTURES. 67c. each. 
Denatured alcohol in from 1 to 4 Oblong Bread or Loaf Pans.—No. 
drum lots, 61c. a gallon; in from 5 to 213, 17c. each; No. 212, 60c. each; No. 





| 
| 


PAINT SUPPLIES. 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.161%4 per gal.; turpentine, in 2 bar- 
rel lots, 63c. per gal.; white and red 
lead in 500 lb. kegs, 14%c. per Ib.; 
less 10 per cent. 


| RADIO BATTERIES. 














9 drum lots, 60c. a gallon; in 10 drum 14, $1 each. 





Net price Net price 
h h 


eac eac 
less unit in uni 

Stock No. pkg. pkg. 
Super B bat., No. 2138. .$3.20 $2.97 
Super B bat., No. 22308. 2.22 2.06 


B batteries, "No. 10308.. 2.81 2.63 
B batteries, No. 2308.... 1.88 1.75 
B batteries, No. 5308.... 1.88 1.75 
B batteries, No. 2158.... 1.31 1.22 
B batteries, No. 2156.... 1.31 1.22 
C batteries, No. 2370.... = .35 
A batteries, SS eee 35 


Note.—Nos. 21308, 5308, #5158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 

MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MxX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half. wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Eveready Raytheon tubes. 


ROLLER SKATES. 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


SCREWS. 

Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
— wire goods, 85, 20 and 5 off 
ist. 


SLEDS. 
Fleetwing.—32 in., $11.20 a doz.; 36 
in., $14.00 a doz.; 40 in., $19.50 a doz.; 
45 in., $21.20 a doz.; 51 in., $25.20 a 
doz.; all prices quoted are net. 
. Fexible Flyers.—234% per cent off 
st. 


STOVE PIPE. 

Security Pipe.—28 gage blue, 6 
in., $14.20 per 100 joints; 28 gage 
polished, 6 in., $20.00 for 100 joints. 

Security Elbows.—28 gage blue, 6 
in., $1.50 a doz.; 28 gage polished, 
6 in., $2.30 a doz. 


VENTILATORS. 

Continental, Deflektair, metal cen- 
ter, No. 87, 8 x 37, $2.98 a doz.; No. 
117, 11 x 37, $4.25 a doz. 

Diamond E, No. 02, $4.80 a doz.; 
No. 2, $5.60 a doz.; No. 3, $6.40 a 
doz.; No. 4, $7.60 a doz. 


WEATHERSTRIP. 
Wood and ge aero 0, $16.40 
for 1000 ft.; No $16.40 for 1000 
ft.; No. 1%, $18. 20" ‘for 1000 f No. 


2, $21. 00 for 1000 ft.; No. 7, 338. 75 
for 1000 ft. 

Wood and Felt.—No. 71, $17.25 for 
1000 ft.; No. 71%, $24.25 for 1000 ft.; 
No. 75, $39.50 for 1000 ft. 

Nu Strip.—In 500 ft. reels, $15.75 
for 1000 ft. 

Dust oe 500 ft. reels, $26.75 
for 1000 f 

Heat geal.—In 500 ft. reels, $31.00 
for 1000 ft. 


t 
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BOSTON: 


BosTON, Dec. 17.—With Christmas just about a week ahead shelf 
hardware jobbers are literally buried under an avalanche of retail | 
Naturally the demand for toys is especially heavy, 
and there is an urgent call for other holiday merchandise. But the 
most encouraging feature of the situation today is the fact that a 
broad demand exists for seasonal and standard merchandise as 
Coal hods, fire boards, weather strip and similar stuffs are 
ordered by retailers along with snow shovels, skates, snow shoes, 
toys, Christmas tree outfits and holders and a long list of other 
things, while nails, wood screws, builders’ hardware, saws, screw- 
drivers and kindred articles also are included in the day-to-day 


buying orders. 


well. 


needs of the retail_trade. 


Retail stocks of toys, sleds, skates, etc., carried over from 1928 
have been sold and the trade is scrambling to secure enough to carry 
them through the coming week. Jobbers’ stocks of numerous holi- 
day goods are badly broken and it is too late to secure additional 
supplies from many manufacturers. 
night shifts in an effort to keep up with the flow of demands. 
snow and seasonable cold weather has helped business, the public 
has forgotten all about the stock market and has caught the Christ- 
mas spirit of giving. Apparently there is plenty of money in circu- 
lation because all kinds of retail merchants are experiencing good 
Jobbers in the rush of business have given little thought 
to price changes and have none to report, but they intimate that new 
prices will shortly be issued on some of the items in the Sargent line, 


business. 


(Boston Office of HARDWARE AGE) 


cotton gloves and tacks, and that they will be lower. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. BOSTON. 


ASH CANS. 


Ash Cans. — Galvanized, No. 75, 
in lots of 12, $9.60 per doz. ; 
No. 176, in lots of 24, $16.40. No. 
171, $3.12 each net; No. 181, $3.50; 
No. 190, $4, six ribs, No. 0180, $2.25. 
In lots of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots of less than 25, 
No. 260, $2; No. 26, $3.80. No. 7, $14 
Pst doz. net; No. 1724, $24; No. 1800, 


Trucks.— Ash can, Little Man, 
large wheels, $30 per doz. net; Senior 
large wheels, $28 per doz. net. La- 
mothe, No. 45, small wheels, $20 per 
doz. net; No. 45s, $22. Barrel racks, 
$3.75 each net. 


COAL HODS. 
Coal Hods.—Galvanized, with wood 
handle, $4.25, $4.65, $5 and $5.50 a 
doz. net; Japanned, 16 in., $3.50. 


COTTON GLOVES. 


Gloves.—Cotton, with Jersey wrists, 

‘ r doz. net; No. 402B, 
$1.90; No. 403, $2; No. 4 75. 
With flannel wrists, No. 839, $1.25 
per doz. net; No. 641, $1.44; No. 642, 
$1.75; No. 873, $2.20. With leather 
front. knit wristers, No. 322C, $4.50 
per doz. net; No. 213, $3.25; No. 327, 


HOCKEY STICKS, ETC. 


Hockey Sticks.—Boys’ favorite, $2 
per doz. net; Junior, $4; Expert, $6; 
youth’s special, $8; Professional, $12; 
Championship, $14; University, spe- 
cial, $16; International special, $20; 
official goal, $24. 

Pucks.—Standard, 
Junior, $1.20. 


PADS (ELECTRIC). 

Pads.—Electric, Universal, 3-heat, 
No. 9194, $4 each net; No. 9940, $6; 
No 9943, $6; single-heat, No. 9994, 
$3.5 50; No 9943, $6. Torrid, 3-heat, 
No. 179, $4. 50 each net. 


$2 a doz. net; 








PYREX WARE. 

Pudding Dishes.—Oval, No. 032, 1, 
qt., 57c. each net; No. 033, 1% qt., 
gs 034, 2 qt., 80c. Shallow “oval, 

No. $42, Zt at. Ste; No. 043, 1% qt., 
67c.; No. 44, 2 qt., 80c. 

Platters.—Well and tree, No. 372, 
$2 each net. 

Custard Cup.—No. 410, 3 oz., Te. 
each net. 

Tiles.—Round, No. 723, 67c. each 
net; oval, Nos. 733 and 743, 67c.; 
square, No. 753, 67c. 

Frames.—Casserole, No. 849, to a 
Nos. 267 or 622, $1. 08 each net; No. 
850, to fit Nos. 268 or 623, $1. 25; No. 

, to fit Nos. 293 or 632, $1.50; 
850%, to fit Nos. 294 or 633, $1.75. 
Pie plate to fit No. 209, $1. 


RADIATOR SHIELDS. 
Radiator Shields.—Gem 4g ET 
No. 1, $4; No. l-a, $4.50; No. 2, $4.50; 
; No. $5. 50: N 


These prices are list. per each 
and subject to dealers’ discount of 

per cent. hese models. with 
= humidifiers are $1 extra each, 
st. 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


SAWS (WOOD). 

Saws.—Wood, Disston line, one 
ee Champion a F saag 2, fine, 3 
t., $2.35 each net, » $2.75, 4 it., 
ss18 4% ft., $3. 5b; g $1.28; 
3% ft., $1.50; Four Stee a D110, 
3% ft., $3.80; Docking, No. 196, 2 ft., 
323, 50 per doz.: 2% ft., $30. Two-man 
crosscut, narrow, No. 286, 4% ft., 
$1.95 each, 5 ft., $2.20; 5% ft., 
6 ft., $2. 60. Beaver, hollow back, 

No. 494, 5 ft., $5.40; 51% ft.. $6. 
Saws. —Wood, Simonds line. Cres- 
cent ground, No. 13, 22, 133, 324 and 


Jobbing houses are working 
While 


Jobbers Are Deluged with Christmas Orders. 
—Some Holiday caked are Reported 


, 5 ft., $5.40, 5% $6; ¢ ft., $7. 
“Saws. —Wood, b 4 Pag ‘line, one man, 
. 390, 3 ft.; 


oe 


$2.38 each net, 3% ft., 
$3.16; No. 392, 3% f 


t., 
$3.57; No. th. 4 ft., $4.75; 
\y 

} 





SKATES. 

Ice Skates.—Union line, men's No.., 
524%, $1.19 per pair net; No. 424% 
$1.49; hockey and figure, $2.58; cS an- 
adian hoc key, No. 
No. 52, 97c.; No. 
56241% $1. 43: No. 
children’ s bob skates, 

Skates.—Roller, Union line, No. 2, 
70c. per pair net; No. 3, 75c.; No. 5, 
$1.40; No. 6, $1. 45; No. 10, 
Chicago line, No. 181, boys’, $2.65; 
No. 181, girls’, $2.75. Other makes, 
No. 103, 80c.; No. 1005, $1.30; No. 105, 
$1. Winchester line, boys’, $1.50 a 
pair net; girls’, $1. 58: rink, No. 3731, 
$3.10; No. 3732, $3.18. 

Straps. — Skate, with common 
buckles, % x 20 in., black and rus- 
set, $1.70 per doz. pair net; %& x 30 
in., $2.40. Patent le es 5& x 20 in., 





black and russet, $2.38; % x 30 in., 
SKIS. 

Skis.—Ash, 5 ft., $1.67 a pair net; 
5Y 7 ft., $2; 6 ft., $2.67; 6% ft., $3.17; 
cf $3 .84; 7% ft., $4.17; 8 ft., $4.84. 
fedee grained, 6 ft., $3.34; 6% ft., 
$4.17: 7 ft., $5: 7% ft. $6.07; 8 ft., 
$6.34. Pine, 4 ft., 67c.; 4% ft., 87c.; 
5 ft., $1.17; 5% ft., $1.34; 6 ft., $1.60; 
6% ft., $1.83; 7 ft., $2.34. 

Poles, Etc - Poles, with rattan 


washer and iron points, 5 ft., 57e. 
each net; with wood washer and iron 
point, 4%4 ft., 30c. Straps, 27c. a pair. 
Harness, $1.75 a pair. 


THERMOMETERS. 
Thermometers..— Outdoor, plate 
glass to read less than 50 deg., 8 in., 
$8 per doz., net.; 10 in., $10. White 
enamel on steel, three point test, 
complete with bracket, $7.20. Storm 
glass and thermometer, 
Tin, 7 in:, $2.20-. 3 in., 
$13.20; 10 in., $14.40. Wood framed 
barometers, $6.65 each net. Taylor 
Stormguide, Jr., 4 in. in diameter, ag 
Indoor.—Standard makes, 8 
$7.20 per doz. net; 5 in., $3.90; bath. 


8 in., $7.20. 
$1.35, $2 and 


$10.80; dairy, 8 in., $1.80; candy, 
$14.40; oven, $40.40; fat fry, $1.2u 
each. 


THERMOS GOODS. 
Bottles. — Thermos, No. 24, pints, 
75c. each net. No. 24, quarts, $1.75. 
No. 6, pints, $2.75 each list. No. 306, 
quarts, $4. No. 15%, half pints, $2.25. 
No. 15, pints, $2.50, discount, 25 and 
10 per cent. Fillers, No. 2F, 60c. each 
net. No, 4, 


TREE HOLDERS. 
Christmas Tree Holders.—Hall, $4 
a doz. net; Crown, 2 in., $7.50, 3 in., 
$12.50; Arcade, $8. 


WEATHER STRIP. 
Weather Strip.—Wood and felt, No. 
60, full bundles, 12 ft., $1.60 per 100 
ft., net; No. 61, 7 ft., $1.60; No. 6144, 
7 ft., $2.23; No. 62, 7 ft., $2.50; No. 63, 
7 ft., $3.06; No. 64, 12 ft., $3.06; No. 
65, 7 ft., $3.66. Clincher double con- 
tact, No. 70, $1.76 per 100 ft.; No. a, 
$1.76; No. 71%, $2.48; No. 74, $3.52; 
No. 75 $4.13. Coppered steel and 
felt, No. 70, $1.81; No. 071, $1.96; No. 
07114, $2.56; No. 074, $3.62. 

Reels, 100 ft. to reel, maroon, $3.33 
per reel, net; Victor, flexible felt, 
% in., $3.20. Door bottoms, brass and 
felt, 36 in., $2.73 a doz., net; 42 in., 
$3.18; bronze, in ay ft. reels, with 
nails, $3.05 per reel 

No. 2, % in., $2.40 per 100 ft.; 


WEDGES. 
Wedges.—Saw, % Ib., 27c. each net; 
1 Ib., 31c.; 1% Ib., 33c.; 2 Ib., 38c. 
Truckee, 3 lb., 35c.; 4 Ib., 42c.; 5 Ib., 
48c.; 6 Ib., 56c. Square head, 4 Ib., 
34c.; 5 Ib., 41¢.; 6 Ib., 48¢ 


No. 4, 
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T A Holiday Demand Keeps Jobbers Busy. 
AT LAN ; Conditions Are Steadily Improving 


(Atlanta office of HARDWARE AGE) 
ATLANTA, GA., Dec. 17.—Atlanta hardware jobbers have been 
keeping busy for the past few weeks meeting the demand for holi- 
day merchandise and dealers throughout this territory are, no doubt, 
prepared to meet the usual holiday rush with complete and well bal- 
anced stocks. Clear skies and cooler temperature have stimulated 
sales on seasonal merchandise and items moving best at this time 
are skates, guns, ammunition, heaters, alarm clocks and game traps. 
Agricultural lines report fair business with favorable conditions 


ahead. The Southeast has not had a bumper crop this year, but it | 


has had a good crop and the price, while not booming, has been satis- 
factory. Millions of bales of cotton have been marketed and a large | 
volume of money has been released for debt paying and the pur- | 
chase of merchandise equipment. A survey of Georgia, one of the 
most important of the Southern States, shows that fall business is 
ahead of that of a year ago. Steadily improving conditions are indi- 
cated in every way for this part of the country. 

No important price changes have been reported since the last re- 
port and collections are reported as being fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. 


mena gsi WARE. | Ben Hur, luminous, | $2.46 each; 
pint dippers with blackwood | = $1.05 each; Monitor, 75c. 

: each, 
handles, $1.50 per voreet Rdlggae Py ggted All above in colors at same price. 


doz.; Cake turners, 60c. per doz.; Pocket Ben plain watches $1.05 


“ : ach. 

Syrup pitchers, $4.50 per doz.; 5 at. one ‘ , 

tea kettles, $9.00 per doz.; 6% at. tea | we Ben luminous watches $1.58 
kettles, $11.00 per doz.; 2 qt. double 

boilers, $6.00 per doz.; 4 qt. convex 

kettles, $6.00 per doz.; 6 qt. convex (COAL HODS. hods, $4.00 per 
kettles, $7.50 per doz.; 8 qt. convex 0 € 

kettles, $8.50 per doz.; 10 wt convex per — =" eo “e~ _ a #3 
kettles, $10.50 per doz.; 2 qt. convex oz o. 18 galvanized hods, $5.00 


sauce pans, $3.50 per doz.; 3 at., $4.50; per ‘doz.; No. 15 Jap hods, $3.00 per 





| FURNACE SCOOPS. 

D handle, competitive grade, $6.00 
per doz. Good grade, $8.00 to $12.00 
per doz. 


GALVANIZED WARE. 

No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, round 
bottom, «stenciled, $4.50; 12 t. 
$4.75 per doz. 

5 gal. garbage cans, $6.35; 7 gal., 

$8.75; 10 gal., $9.25 per doz. 


GAME TRAPS. 
vo No. 0, $1.10 per doz.; Victor 
No $1.40 per doz.; Victor No. 1%, 
32.30 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


HANDLES, AGRICULTURAL. 

No. 1 D spade shovel and _ scoop 
with steel D, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handles with steel D cap 
strap and ferrules, $6.00 doz.; No. 1, 
4% ft., bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 
plain manure fork handles, $2. 50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft. rake handles, $3.00 per doz. 


LANTERNS. 
Per Doz. 


DES EMME: oe dibewcctiseseds sce 
Os ee eee ee 
oe Rare rere 5 

Blizzard regular fount 
SUEUR MEIN no Bising ic 6s coe vtec 


SAWS (CROSS CUT). 
Simonds Crescent ground cross cut 
saws. Nos. 13, 22, 113, 133, 324,  $i0 











STOVE BOARDS. 


No. 3 crystallized vere. lined, 24 x 
* $12.25 per doz.; 26 x $14. 60, eA 

doz.; 28 x 28, $16. 00 ae "doz.: 

30, $29.70 per doz.; 33 x 33, $23. 2 *- 
doz.; 36 x 36, $27. 50 per doz. 

Crystallized paper lined, 24 x 24, 
$7.40 per doz.; 20 x 26, $8.10 per doz.; 
28 x 28. $9.10 per doz.; 30 x 30, $10.70 
per doz.; 32 x 32, $12.60 per doz.; 35 
x 35, $15.70 per doz. 

Mahogany or walnut egg we 28 
x 28, $16. ” Cad doz.; 30 x 30, $19. 65 
per ‘doz OZ. ; x 33, $23.25 bod doz.; 
36 x 36, sor 40 per doz. 


STOVE LID LIFTERS. 
No. 0S, 75c. per doz. 


STOVE PIPE DAMPERS. 








4 qt., $6.00: 4 qt., water pitchers, |  doz.; No. 16 Jap hods, $3.25 per doz.; 
$6.50 per doz.; 10 qt. dish pans, $7.00 | geld tae athe cor aor doz.; No. 
, tea doz.; 14 qt. dish pans, $9.90 per | Coal Tongs.—No. 45, $3.00 per doz.; 
. No. 25, $4.00 per doz.; No. 214, $3.50 
AIR RIFLES. | _ Ber doe. 
No. 20 Daisy, $7.20 per doz.; No. COTTON COLLARS. 
12, $12.00 per doz.; No. 11,, $16.00 per Per Doz 
doz.; No. 3, $24.00 per doz.; No. 25, Lankford comare .......0.c0css< 0.00 
$40.00 per doz.; No. 30, $20.00 per doz. | fankford Jr. collars ............ 8.50 
4 ~~" ee. pop ees aur a ee ee ae 13.00 
0z.; No. pop guns, $6.00 per doz. 
air Rifle Shot —2% oz. lead shot, ametiniie bacaee Me ie 6.50 
3.50 per tubes; 4-oz., i per E 
4 pe aed 2%-oz. steel shot, $3.00 per Prices 26c. to 32c. per pound. 
ENGLISH POTS. 
AXES. 
Single bit, base weight, unhandled, 
$14.65 to $16.00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, $18.90 per dozen. 
Double bit with No. 1 handles, $23.90 
per dozen. 
FILES. 
BACK BANDS. Simonds files, list, less 50 per cent. 
No. 79 Shop hook back band 5 in., Black Diamond, list, less 50 per cent. 
$3.50 per doz.; No. 122 Shop hook Great Western, list, less 60 per cent. 
back band 5 in., $3.50 per doz. No. Royal, list, less 70 per cent. 
R19 P ges may . sony era rt 
per doz.; No. ack band less hooks " 
$1.75 per doz.; Humane back band, — — 20, 85 —e~ 
$4.50 per doz.; No. 24 Humane back sigh ee ik Ol at late 
band, $6.00 per doz. 10, 3% x 26, $2.00 per doz. 
Back Band eh “a ae 0, 4 in., " 
$5. 25 per 100 ft. ; 0. 5 in., $6.50 per FORKS 
0 ft.; No. 1, 4 a $3.50 per 100 ft.; 4-tine manure forks with 4% ft. 
Ne. 1, 5 in., $4.25 per 100 ft. strapped handles, $10.50 doz.; 5 tine 
manure, forks with 4% ft. strapped 
BOLTS AND NUTS. handles, eo gos; -<ine manure 
Cut thread carriage and machine orks with 4 t. strappe andles, 
bolts, 60 per cent off; rolled thread, $1.50 doz.; 4-tine spading forks, 
a . $9.00; $11.00; $12.50; $21.00 per doz.; 
60-10 per cent off; lag screws, 60 per h f k slr 
cent off; hot and cold pressed nuts, on ay forks with 5 ft. han es; 
50-10 per cent off; stove bolts, 75 per $9.50 and $11.75 per doz.; 10-tine see 
cent off. forks, $27.00 per doz.; 12-tine seed 
— ree per doz. ; Bae = 
orks, 7.50 per doz.; -tine coke 
CLOCKS. forks, $30.50 per doz. ; 8-tine stone 
Big Ben, plain, $2.29 each; De Luxe, forks, = 50 per doz.; 10-tine stone 
plain, $2.64 each; De Luxe, luminous, forks, $26.75 per doz.; 12-tine stone 
$3.52 each; Ben Hur, plain, $1.76 each; forks, $31.00 per doz. 





Per Doz 
5 Sy NINN © 5.5 66:0 sie 00 v0 o3-408 2 $1.25 
5% inch dampers .............+. 1.30 
ST RIOTS 66a siciscievcisocs 1.40 
© Re ED os bes.5. 05 5.6 5.09.8 S0-5.0:0 2.00 
STOVE PIPE ELBOWS. 
Per 100 jts 
29 gage 5 inch pipe .....ccceees $12.00 
29 gage 6 inch pipe ............ 12.75 
SD Baw. FT TAN DIDS oo cvcscevies 15.00 
29 gage 7 x 6 inch pipe ........ 16.00 
1 piece corrugated elbows, 30 
oO OS Sr re 1.25 
1 piece corrugated elbows, 30 
Re Oh saweloae kassbetnaes 1.35 
1 piece corrugated elbows, 30 
BO FO 55.8 sexs once caveens 1.95 
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RESSSTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 





‘The demand for 


RemingtOly, 


HIS year I frequently had occasion to 

refer to the fact that $30,000,000 
worth of Remington products are sold 
annually to consumers who walk into 
hardware stores and demand them or ac- 
cept them without question. This figure 
is based on the sale of Remington goods 
during 1928. Since then the consumer 
demand for articles bearing the name 
Remington has largely increased. 


I can’t give you the exact figure for 1929 
at present. Books for this year will not 
be closed until some time in January. 
However, I know enough about 1929 
already to assure you that there is now a 
yearly consumer demand for more than 
$30,000,000 worth of Remington prod- 
ucts. As soon as I know the correct figure 
I will let you know, so that you can check 
up and see whether you got your share of 
the increase. 


sTOWS 


The active interest of the dealer and his 
clerks, assisted by our national advertis- 
ing, was responsible for our gain. We did 
more advertising in 1929 than we did in 
1928. We added to our line—scissors, 
household knives and other cutlery items. 
We brought out the Model 29, which 
immediately took its place as the leading 
repeating shot gun. 


In 1930 we shall do more advertising than 
we did this year. We shall continue to 
bring out new Remington products that 
will be worthy of the Remington name, 


’ that will sell easily. 


Get ready for a bigger and better Reming- 
ton year in 1930. 


President. 


30,000,000 T 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


Telephone, Digby 0766 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Dec. 17.—The past three weeks have been 
busy ones for the jobber and retailer alike. At this writing the 
end of the season is in sight, and the cleaning up of stocks for the 
annual inventory is receiving attention. 

Stores have had their usual quota of shoppers, apparently,.as the 
Twin Cities stores and shopping center streets have been well filled 
with people during the Christmas buying season. The total sales 


results will be learned a little later. 


Very little attention is being given to price changes or adjust- 
ments, all work of this description being left until after the first of 


the year, where it is possible to do so. 


No changes haye occurred in 


the items listed below during the past week. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL OR MINNEAPOLIS. 


AXES. 


Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25; 
doz. net. 


BOLTS. 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 


BALE TIES. 


Single —“< 9Y% x 14, $1.51; 9% x 15, 
$1.36; 9% 14, $1.53 per bundle. 


BRADS. 
Wire brads, in 25-lb box, at 75 per 
cent from lists, 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 ewt., net. 


CHAIN. 
Log chain, coppered, 4 x 14, $17.75; 
5/6 x 14, $16.75: % x 14, $15.00: log 
chain, self colored, y% x 14, $16.25 
5/16 x 14, $15.25; % x 14, $13.50; proof 
coil chain, ™% in., $14.00; % in., $11.25; 
% in., $10.50; % in. $10.25 ewt., net. 


COAL HODS. 


Coal hods, japanned, open, 17-in., 
3.25; 18-in., $3.85; funnel, 17-in., 
4.30; 18-in., $4.90; galvanized, open, 
7-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6.30 doz., net. 


FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE. 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt. $5.50; 
standard tubs, No. 1, $7.15: No. 2, 


$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15 ».60 doz. 
net. 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 838 per cent 
from lists; strictly pure putty, in 50- 
Ib. steel drums, $5.35 ecwt., net. 


NAILS. 


Standard wire, nails and cement 
coated wire nails, $3.00 per 100-Ib. 
keg base. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


PYREX OVENWARE. 


No. 623, casseroles, $1.00; No. 643, 
casseroles, $1.17; No. 634 casseroles, 


$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67¢c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, Tc. 
each net. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78¢c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade,'65c. Ib. base; 

‘ond grade, 38c. Ib.; third grade, 
27c¢. Ib. base, net, and cast iron sash 
weights, $1.95 cwt., net. 





Se 





| SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SKATES. 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 


Jobbers and Retailers Are Very Busy. 
Prices Are Steady and Unchanged 


$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 4 

No. 5 Union roller skates, $1.45; 
No. 6, $1.65; No. 4, $1.45; No. 130, 
$1.80; No. 130L, $2.00. 

Winchester Boys’ No. W1B, $1.30; 
Girls’, No. W1G, $1.40. 

Chieftain, $1.45 per pair, net. 


SNOW SHOVELS. 


Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $1040; same, 16 x 21-in., $10.65 
doz., net. 


| SOLDER. 


Warranted half and half solder 
28%c. Ib., and strictly half and half 
solder, 29%c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steeel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 


| net. 
STEEL TRAPS. 
Victor steel traps, No. 0, $1.10; No. 
$1.38; No. 114, $2.44; No 2, $3.36; 
+3 sida jump traps, No. 0, $1.59; No 
1, $1.83; No. 1%, $2.81 doz., net. 
| TIN. 
Furnace coke tin, ICL, 20 x 28, 
| $14.30 box, and roofing tin, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


| STOVE PIPE, ELBOWS, AND 
DAMPERS. 


| & aga stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27.00 
doz., 
Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, 6-in., common iron, 
| corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire hah- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 


Window ventilators: Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4. 40: No. 1437, $5. 00; De- F lekt- 





| Air, No. 63, $2.50; No. 87. $3.00; No 
| 88, $4.70; No. 117, $4. 35; Diamond B, 
No. 01B, $3.60; No. 01, $4. No. 2, 
| 


$4.80; No. 03, $5.60; No. 15. $4.40; 
| No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
} No. 3L, $7.20; No. 4, $7. 60; No. 5, 

$8.40 doz., net. Wurldbest, No. 2, 
| $1.75; No. 3, $2.00; No. 4, $2.50; No. 

5A, $3.00; No. 6A, $4.00; No. 6B, 
$5.50; No. 6C, $5.00 each list, with 
| dealers’ discount of 334% per cent. 


| WIRE. 


Galvanized barbed cattle wire, $2.97 
| per 80-rod spool; galvanized barbed 
| hog wire, $3.18 per 80-rod spool; No. 

9 (base), smooth, galvanized wire, 
$3.45 ewt., and No. 9, smooth, black 
! wire, $3.00. 


lron and Steel Employment Decreased In October 


Employment in 208 iron and steel plants 
decreased to 278,896 in October from 286,- 
038 in September, a decline of 2.5 per cent, 
according to the Bureau of Labor Sta- 
tistics, Department of Labor. The weekly 
payroll also decreased by 2.5 per cent to 
$9,048,928 from $9,277,426. Employment 
in October of the present year, however, 
showed an increase of 2.7 per cent in the 
number engaged and 2.5 per cent in the 
amount of the payroll in the steel industry 
when compared with October of last year. 

Reports from 172 structural ironwork 








plants showed 30,055 on the payroll in 
October as against 30,296 in September, 
a decline of 0.8 per cent, while the weekly 
payroll increased by 0.9 per cent to $940,- 
554 from $932,106. When compared with | 
October of last year, a gain of 8.9 per cent 
was made in the number of employees and 
of 7 per cent in the payroll. 


Employment in 157 machine tool plants in 


October was 42,774 as against 42,464 in 
September, an increase of 0.7 per cent, 
while the weekly payroll rose 1.8 per cent 


| to $1,408,105 from $1,383,417. When com- 
pared with October of last year an in- 
crease of 23.2 per cent was shown in the 
| number of employees and of 21.2 per cent in 
the payroll. 

Total employment of the 34,722 estab- 
lishments reporting to the Bureau de- 
creased 1.2 per cent in October, as com- 
pared with September, while payroll totals 
increased 0.4 per cent. The number en- 
gaged in October was 5,255,529 with a 
weekly payroll of $145,196,138. 
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EMPIRE BOLTS: NUTS - RIVETS 


ge Faith in 
their performance 
is the background of 
all business! The foun- 
dation of credit! The 
builder of reputations! 


e e e * 


In the great bolt and 
nut plants of Russell, 
Burdsall and Ward, 
the promise is regarded 
as a solemn obligation. 
It is kept as inviolate 
today as it was in 
1845 and the years of 
growth that followed. 





Photo taken 1875 


PEMBERWICK, CONN. 
a* 












This advertisement is one of a series appearing every month in THE SATURDAY EVENING POST 












In theold' Bolt Works’ at 
Pemberwick, Connecticut, 
promises made to custom- 
ers were written down in 
the Promise Book;’a book 
whose obligations were 
religiously adhered to. 

















Today, the three great 
modern factories at Port 
N. Y., Rock 


84 Years 


of Chester, 
Falls, Ill. and Coraop- 


Keeping 
Chath 


olis, Pa. have far out- 
grown the little old plant 
at Pemberwick, but they 
can never outgrow the 
spirit of the old ‘Promise 
Book” which is still 
keeping faith with 
the customers of today. 









m pn es 
oe OFFICES AND FACTORY AT PORT CHESTER, N. 7 


ia? oe Ch. a 


FRUSSELL, BURDSALL 


& WARD 


“| BOLT AND NUT COMPANY, a_i 
PORT CHESTER, N. Y. <2 


CORAOPOLIS, PA.| > 


PHILADELPHIA 
+ PORTLAND + SEATTLE|’ 


| ROCK FALLS, ILL. 
| CHICAGO + DETROIT - 


7 SAN FRANCISCO + LOS ANGELES PLANT AT. CORAOPOLIS, PA. 
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How to Sell More Fireplace Equipment 


(Continued from page 27) 


remains that the demand is increas- 
ing. Few new houses are being 
built which do not include at least 
one or two open fireplaces. Noth- 
ing has taken the place of the cheer- 
ful wood fire. Fireplace equipment 
is being sold because it is being 
used . . . the log fire is not merely 
a memory of a past day—it is a 
revival. And fireplace equipment is 
being sold for the same reason that 
Colonial and early American furni- 
ture is being sold . it is inex- 
tricably bound up with national life 
and we are loathe to pull up the 
roots. As a matter of plain fact, 
the vogue for Colonial and early 
American furniture is a_ steadily 
growing one, and andirons, the fire 
screen, the fire pot, the tools 

all are essentially a part of that 
setting. 

The historical value attaching to 
andirons and auxiliary fireplace 
equipment is so strong that its sell- 
ing value when properly exploited 
cannot be overlooked. “Period” 
styles and designs in andirons are as 
important as period furniture, and 
because they have the same appeal 
they can be sold from the sam> 
angle. Of course, it is important 
that dealers purchase their stocks 


only from manufacturers who pro- 
duce authentic reproductions of his- 
toric pieces of fireplace equipment. 

This feature demands artistic dis- 
play . . . each set should be treated 
as if it were exclusive, insofar as 
this is possible. Proper display 
racks should be used on which and- 
irons can be paired and set up. The 
set-back shelf rising from the floor 
in series of steps is one of the best 
methods of displaying fireplace 
equipment in restricted areas. 
Racks in which screens can be dis- 
played and from which they can 
be quickly removed when making 
up an ensemble are handy and eco- 
nomical in space. 

Nothing is so effective as a 
dummy fireplace for showing fire- 
place equipment. This is the natural 
setting for andirons and other com- 
plementary pieces, and it provides 
an opportunity for the customer to 
judge proportions. A red electric 
light bulb behind dummy logs en- 
hances the effect and still further 
naturalizes the setting. The art of 
ensembling is being worked to its 
limit today and is proving of won- 
derful sales value. 

One of the best displays of fire- 
place equipment which we have seen 


for a long time is that of the Bam- 
berger Company of Newark, N. J. 
A four-sided fireplace in the center 
of the hardware department floor 
has recently been constructed, pro- 
viding four separate displays, each 
being of a different style and di- 
mensions. This makes possible 
demonstrations with various types 
and designs, to harmonize with a 
particular style of fireplace. 

In selling andirons and other fire- 
place equipment from the decorative 
angle rather than as utility equip- 
ment, emphasis can be laid on qual- 
ity and artistry. Many dealers are 
afraid to stock up with more expen- 
sive sets because they fail to realize 
that with proper display and a little 
judicious advertising it is just as 
easy to sell these as it is the cheaper 
cast-iron fixtures. 

When once the hardware store 
manager realizes that there is a good 
market today for fireplace furnish- 
ings, and then takes as much pains 
to sell this line as he does to sell 
electrical equipment, or builders’ 
hardware, he will soon prove that it 
is not only an easy seller but a real 
profit-maker . . . providing he car- 
ries a good assortment and shows it 
to the best advantage. 











This elaborate tool window display was prepared for Honeyman Hardware Co., Portland, Oregon, by John G. Hardy, display 


manager. 


The floral designs in the background are made entirely from calipers, thickness gages, punches and other small tools. 


This window has much merit in an artistic way, yet the display of merchandise with value creating price cards has been well taken 





care of in the general arrangement. 
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AMERICAN CHAIN COMPANY INC 


RIVE PORT nee CONMECTNUT.  f 






A new, easter way 
to sell chain 


“tight off the reel” 

















6 Popular 


200 ft. No.3 TensoSRP 


Assortments 
See a display as well as a handy rack for 
i oot — ene ae i . 
e e needs of your locality. —- 
gore Pw aecbicn ste your stock. Little room is needed 
pe ee me oO. 
(7 reels) about 1% square feet of floor space. 
175 ft. No. 2/0 TensoSRP* t 
125 ft. No. 3/0 Lock Link SRP Heavy sheet metal, firmly braced and 
75 ft. No. 2/0 Machine BRT ° ° 
100 ft. No. 80 Sash Chain SRP welded, makes this rack enduring for 
200 ft. No. 0 Brass Safety 
ossioaeeenierece amend an unlimited length of time. 
Assortment No. 2 P 
(6 reels) On the ACCO Chain Rack you can 
175 ft. No. 2/0 TensoSRP 2 
125 ft. No. 3/0 Lock Link SRP carry popular chain, ready to reel off 


75 ft. No. 2/0 Machine BRT 
75 ft. No. 2/0 Elwel Coil BRT 
250 ft. No. 80 Sash SRP 
250 ft. No. 100 Sash Coppered 


Assortment No. 3 

5 Is ° 

ai oe ae reels for use on this rack. In case you 
125 ft. No. 3/0 Lock Link SRP f diff, ; 

150 ft. - 2/ i 

ee te cate ae prefer a different assortment combina 

250 ft. No. 80 Sash Coppered 


Assortment No. 4 


(4 reels) chain not listed on this page, we will 
175 ft. No. 2/0 TensoSRP : . 
ot tae se nap be pleased to make the substitution. 


500 ft. No. 100 Sash Coppered 


Assortment No. 5 

(4 reels) . ° : : 
175 ft.No.2/0TensoSRP attractive merchandiser for chain, fill 
25 ft. No. OC i . . 
250 ft. No. 1 TensoSRP in the coupon below, telling us what 
350 ft. No. 4 TensoSRP 


Assortment No. 6 


(4 reels) ; 

525 ft. (3 eels) No. 2/0 Tenso ACCO Chain Rack with the stock of 

250 ft. (1 reel) No. 1 Tenso SRP chain is within reach of the smallest 
SRP is cold galvanized 








































































Here is a complete chain department— 


and cut to length. Practically any size 
or style of chain is furnished on suitable 


tion, or if you have a demand for a 


If you are not making use of this 


assortment you want. The price of the 





hardware store. 





i= NT 


F/CHAIN\ In’ 


THE STRONG 
Weal try? ? 
THE CHAIN INSTITUTE 


OA 

I 

Z| 

Please send prices on ACCO Chain Rack with all assortments [1 
| 

1 

| 

| 

| 

i 





neh, Mail this coupon for complete information, prices, etc. 


ee a ee a ee ee am ee a 


AMERICAN CHAIN COMPANY Inc. 


Bridgeport, Connecticut 









No. 1 Assortment ( No. 2 Assortment [) No. 5 Assortment 1 
No. 2 Assortment [) No. 4 Assortment No. 6 Assortment ([) 


Also send price on this special assort-rent 


Name 


Address 


The name of my jobber is 
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WONDER if we realize the 
I truly prodigious economic fac- 

tors that are set in motion each 
day as several millions of us consum- 
ers, on concluding our purchases, re- 
spond to the final query of the store 
clerk with a casual “Charge it, 
please.” That incidental murmur is, 
in reality, one of the most potent 
forces in American business. It is 
certainly up to all of us, therefore, 
to be informed at least on the ele- 
ments of its influence and effect. 

“Deferred payments” and “charge 
accounts” have wrought a tremend- 
ous transformation not only in our 
methods of doing business but in all 
our national life and thought. Most 
of us can remember fairly well, I 
think, the days when people who 
“owed bills at the stores” were 
looked at askance. 

What a change we see today! 
Credit in the retail field has flour- 
ished and expanded like the “green 
bay tree.” It is estimated that, in 
the United States, between 20 and 
25 billion dollars’ worth of goods 
are sold every year at retail on some 
form of credit. 

What of the larger aspect of the 
installment situation? Is it whole- 
some and beneficient? Or is it po- 
tentially perilous? Are we driving 
high-priced automobiles and repos- 
ing in handsome overstuffed chairs 
on money that really belongs to our 
bankers—or our grocers? Is easy 
credit encouraging us to live beyond 
our means and to mortgage our in- 
comes, unwisely, too far in advance? 
Or are such facilities praiseworthy, 
on the whole, because they stimulate 
production and trade, bringing pre- 
viously inaccessible comforts and 
conveniences within the reach of the 
masses? What is the ultimate effect 
likely to be? 


One thing we may safely say: 
Retail credit can be mightily con- 
structive if used with discretion and 
dangerously malevolent if abused. 
Some of our credit practices have 
not yet been subjected to any really 


* Extracts from a recent radio address. 





DR. JULIUS KLEIN 


BAD DEBT 
LOSS 


RELATIVELY 


LOW 


According to Early 


Returns of Survey 


By DR. JULIUS KLEIN* 
Assistant Secretary 
of Commerce 


grievous strains. But certain others 
have—and we have learned a lot as 
a result. Trained observers have 
given us estimates of huge annual 
losses through unwise credit exten- 
sion. Some of these estimates, by 
the way, seem to have been too high. 
We delve into the causes of retail 
bankruptcies and ‘find that loose 
credit bears a share of the responsi- 
bility in all-too-many cases. We 
hear weird stories of dishonest per- 
sons who obtain goods on credit 
with no idea whatever of paying for 
them, but simply to make away with 
them and convert them into cash. 
The one absolutely certain thing 
about the entire credit situation is 
that we need more facts. A knowl- 





edge of the facts will undoubtedly do 
much to help everyone concerned, 

In order to get the facts, the 
United States Department of Com- 
merce, in cooperation with the Na- 
tional Retail Credit Association, is 
now carrying out an elaborate Na- 
tional Retail~Credit Survey, which 
is bringing together a truly vast 
amount of credit data. 

Dr. W. C. Plummer, who is in 
charge of this Survey, sums up its 
purpose when he says: “The Sur- 
vey should make it possible to place 
credit extension on a scientific basis 
and thus eliminate any undue bur- 
dens on either retailer or con- 
sumer.” 

The Department has just issued 
a preliminary report on some of the 
results of this Survey, based on in- 
complete returns for nearly 2000 
stores doing over one and half bil- 
lion dollars of business annually, in 
three groups: department stores, 
groceries and automobiles—just a 
sample, but a pretty. sizable one. The 
final report will include, also, sta- 
tistics on numerous other lines of 
retail trade, such as men’s clothing, 
women’s wear, shoes, furniture, 
hardware, coal and wood, lumber 
and building materials, automobile 
accessories and jewelry. 

Our preliminary data show that 
two-thirds of the automobile dealers’ 
sales, more than half the grocery 
sales, and about a third of the de- 
partment store sales were made on a 
credit basis. 

And what was the average loss 
from bad debts in these three retail 
lines? Happily, it proves to be rel- 
atively low. For the department 
stores it was only 4/10 of 1 per cent 
on regular charge-account sales and 
about three times that figure, or 1.1 
per cent, on installment sales. The 
automobile dealers showed a situa- 
tion exactly the reverse; losses on 
open accounts amounted to 9/10 of 
1 per cent, as compared with only 
4/10 of 1 per cent on installment 
sales. The grocery stores that did 
a credit business reported a loss 
from bad debts on charge accounts 
of 6/10 of 1 per cent. 
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PERFECT The best known 
TEMPER (4 ‘ihiliainn-ae 
4 THE BEST 
WHEN YOU 


NEED AN) AXE 
QUICK! 


GET ANY OLD AXE 










BUT WHEN YOU NEED AN AXE 


TO CHOP WOOD 
THEN GET THE BEST 


KELLY AXES 


ARE 


THE BEST 


CAPITALIZE ON KELLY PRESTIGE 
STOCK THE FULL LINE 





The merit of Kelly Axes 


extends through the entire 
line of Kelly Edge Tools 





AXES HAMMERS HATCHETS 
BUSH HOOKS GRASS HOOKS SCYTHES 
BROAD AXES PICKS MATTOCKS GRUBHOES ADZES 


Electrotype (one column size) of the above illustration furnished to dealers upon request 


KELLY AXE & TOOL CO. CHARLESTON, W. VA., U.S.A. 
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THE DISADVANTAGE OF BEING A FIREFLY 
By GEORGE M. EVENSON 


Editor’s Note: 

Several years ago HARDWARE AGE had the privilege 
of publishing a very interesting series of articles under 
the general title “Letters of a Sales Manager.” 

As a matter of fact, these articles were copies of 
actual letters sent out by George M. Evenson, Vice- 
president, Knapp & Spencer Co., Sioux City, Iowa, to 
the firm’s traveling representatives. At the time they 
were published they attracted a great deal of attention, 
and since that time the Editor of HARDWARE AGE 
has received numerous requests for a resumption of the 
series. 

Recently we were able to secure a few additional letters 
from Mr. Evenson, which we will present in this and 
forthcoming issues. Although written primarily for the 
“men on the road,” they contain much that is of real 
value to merchants and the men behind retail counters. 
Here’s a sample: 


fireflies. 

I sat in my backyard on a midsummer evening 
an contented myself for some time watching the fire- 
flies hovering over the lawn and passing in and out 
among the tree branches. 

It is not difficult to follow them over their flying 
course, because of the flashes of light that appear at 
regular intervals. 

I know I am not the only man who has whiled away 
time in this manner. 

Scientific men have for years studied the firefly. They 
have taken him apart and put him together again, all in 
an effort to find out how the firefly produces light with- 
out heat, and all have failed. 

Nature has refused thus far to give up her secret and 
all men admit that a fortune awaits the man who first 
makes the discovery. 

I have not watched fireflies because I was trying to 
find out how they produced light without heat, but | 


We incidentally the danger of men becoming as 


Yale Offers 
New Door Closer Display 


This door closer window display has 
been prepared for the trade by The 
Yale & Towne Mfg. Co., Stamford, 
Conn. The attractive center piece is 
lithographed in eight colors and mea- 
sures 36 by 48 in. 

The center panel shows a Yale door 
closer with the case broken open. Here 
is pictured a figure to represent what 
the company states is “the silent. me- 
chanical doorman.” The side panels are 
devoted to descriptions and illustrations 
relative to the construction and func- 
tions of the product featured. 

This picture is intended as a sug- 
gestion as to how the new three-panel 
display piece can be used. 





have watched them and wondered at nature’s great 
error in making the firefly wrong end to. . 

Here's the trouble with the construction of the firefly : 

Ile is so made and his light is so located on his body 
that he can see.where he has been, but he cannot see 
where he is, going, and that’s just the way with some 
men. They work in such a way that they cannot see 
where they are going and only know where they have 
been. : 

They begin Monday morning with no plans made as 
to how they are to proceed to overcome the objections 
of customers and prospective customers. 

Now there is a certain amount of value in knowing 
where you have been, but there is much more value in a 
clear, definite knowledge of where you are going and 
what kind of a roadway you will travel over. 

To see clearly where you have been has real value in 
shaping your future course, but it’s ahead of you that 
the new business is to be found and if you are like the 
firefly can see clearly where you have been but do not 
see where you are going but proceed as a man does in 
the dark, you ought to move your lights and clean your 
lenses. 

No man, in any walk of life, can afferd to proceed 
down the pathway of commerce with his lights on 
behind. 

When a man is indefinite about how he is going after 
business, he’s like the firefly. 

- When a man does not try his level best to work in 
concert with headquarters, he’s like the fireffy. 

When a man does not work every prospect on his 
territory, he’s like the firefly. 

When a man does not study every customer his likes 
and his dislikes, he’s like the firefly. 

My dear friend, how like the firefly are you—and I? 


You Don't See Him | ~ 
but he's there 
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Air Dried Spruce with Full Strength in 
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SPRUCE LADDE 
















































































Hi 
KY 
Vic 
Philadelphia Office Stock \ New York Offi d Stock 
W. W. Plankinton, Rep. Putnam Co. 
2401 Chestnut St., Phila., Pa. 32 Howard St., New York City 


W. W. BABCOCK COMPANY Bath, New York 
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Perfect Screw Points 
Make Easy Boring 


This little, serew-threaded point is as 
important on a bit as a propeller on a 
plane! If it is clean-threaded, sharp 
and accurate, it will screw itself firmly 
into the wood and draw the bit after it. 
This relieves hand pressure and makes 
easier boring. 


All genuine Russell Jennings Auger 
Bits have especial attention paid to 
these screw points. As a guide to your 
customers, the full name, RUSSELL 
JENNINGS is always on the shank. 


The Russell Jennings Mfg. Co. 


Chester, Conn. 
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| territory, and the break in the stock market - 








Confidence In American Business 


Charles Nuchols, president of the American Hardware 
and Equipment Co., Charlotte, N. C., referring to the recent 
break in the stock market writes HARDWARE AGE. 

Our territory, primarily, is an agricultural 


will have very little, if any, effect on condi- 
tions. Our business conditions have for the 
last eighteen months been slow and strained, 
due to all surplus money both of the indi- 
vidual and the banker, as I understand it, 
going to the stock market. If this decline in 
the stock market will return to our local 
banks, and our local business men; and in- 
dividuals, money that has been used in the 

stock markets, we will have an increase wGeuths 
in our fall trade—both wholesale and retail, 

and our Christmas trade will be better. I do not think 
it will make any difference in the prices. 

It will curtail to some extent the installment business, 
and it will curtail to some extent the purchase of luxuries 
and especially motor cars. 

All in all, I think that the decline in the stock market 
will in no way hurt our business in this section, but if 
anything it will be to the betterment of business, provided 
the local banks and local financiers can find a use for their 
money locally at something like the same rate of interest 
that they have been receiving from the stock market 
operators on call money. 

I personally have all the confidence in the world in the 
American businessmen and the American business that it 
will march steadily on regardless of little knocks and 
calamities that come up from time to time. 

CuHarLEs Nucuots, President, 
American Hardware & Equipment Co.° 








Watch for This Fellow! 


Harpwakre AGE publishes the following letter by way 
of warning hardware merchants of a scheme that is 
being used to defraud them: 

Brooktyn, N. Y.—Believing that hardware dealers 
throughout the country would be interested in a proposi- 
tion which has recently made itself known in Greater 
New York, I write you at this time, giving what details 
I have been able to secure, with the hope that you will 
find the subject of sufficient interest for publication in 
HARDWARE AGE. 

Several months ago a salesman came to my store and 
demonstrated a fire extinguisher. It was a white powder 
in a package that weighed about 2%4 pounds. After an 
effective demonstration I bought several dozen packages. 

Dissatisfaction expressed by my customers caused me 
to investigate this product, with the following results, 
which, I am led to believe, are accurate and scientifically 
sound, as I have consulted both chemists and manufac- 
turers in an effort to find the cause of the dissatisfac- 
tion. 

Our chemist reports that the fire extinguisher con- 
tains 98.7 per cent pure commercial sodium bi-carbonate ; 
0.7 per cent moisture, and 0.6 per cent impurities, such as 
salt and coloring. I learned that commercial sodium bi- 
carbonate in itself is not a fire extinguisher; but when 
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combined with acid is often used to extinguish fire. I 
learned that this sodium bi-carbonate, if thrown on a 
fire such as the salesman built on the floor of my store, 
does extinguish the blaze, due partly to released fumes, 
but flour or sand might do the job nearly as well. 

The point that caused me the greatest surprise was 
the price. I learned that manufacturers sell barrels of 
commercial sodium bi-carbonate weighing 100 pounds 
at $2.25 f.o.b. their plants. I am informed that dis- 
tributors of alkalis in New York City quote prices which 
average 234 cents per pound for this chemical. Taking 
into consideration a possible retailer’s profit, advertising 
costs, etc., the 244 pound package which I sold my cus- 
tomers for $3 consisted of practically one ingredient 
which was worth about 12 cents. 

I have tried to locate the salesman that sold me this 
product and I endeavored to find the company whose 
name with an Atlanta, Ga., address, is stamped on the 
package. Having been unsuccessful in locating either, 
I decided that I “bit” and want to warn my fellow 
hardware merchants against following in my footsteps. 
I know that there are many well known fire extinguishers 
which will not cause customer dissatisfaction and have 
decided to stock such products in the future. 

Sincerely, Thomas Grogan’s Son, Inc., 
L. A. GROGAN. 


12 Rules For Good Window Displays 


ETAILERS in Indianapolis are attributing im- 
proved results in window display to a set of twelve 
basic rules for displays, which were recently prescribed 
by a local newspaper. The rules outlined, are as follows: 
1. Window glass should be so clean inside and out 
that a store would stake its reputation on it. 

2. The woodwork, floor covering, etc., should be care- 
fully cleaned. 

3. It is much easier to make a display with one, two or 
three relating objects than with a miscellaneous assort- 
ment. 

4. Simplicity and common sense are absolutely neces- 
sary to good window decorations. 

5. Size is not the most important feature of a show 
window. A small window properly decorated can get 
as good results as a large one. 

6. Windows should be well lighted with proper lamps 
and reflectors. 

7. Do not fill a large window with small objects un- 
less they are grouped. 

8. Group only articles that go well together. 

9. Every window should have a background that 
serves to make the display stand out and gives an oppor- 
tunity to illuminate the display.’ 

10. Windows should be illuminated at night. Many 
people who would not see them during the day have 
time in the evenings to view displays. 

11. Pedestals in convenient heights and glass shelves 
to raise a display off floor and out of the mediocre class. 
A convenient size for glass display shelves set on 
pedestals is about 12 x 12 inches. 

12. It is advisable to have at least one descriptive card 
or poster to “get over” the message to the less discerning. 








BUSINESS 


At this season of good will 
and holiday pleasures it is 
most appropriate to let the 
wheels of commerce turn of 
their own momentum. We 
lift our hand from the ma- 
chine to extend it in good fel- 
lowship to the trade. In this 
gesture, impersonal as it may 
seem on this printed page, we 
give you our warm wish for 
holiday happiness and endur- 
ing prosperity throughout the 
coming year. 


THE OSCAR C. RIXSON COMPANY 


New York Office: 101 Park Ave., N. Y. C. 











Builders’ Hardware 


Overhead Door Checks Casement Operators & Hin 
Floor Checks, Single Acting Concealed Transom Operat 
Floor Checks, Double Acting Adjustable Ball Hinges 
Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 


on Rixson Specialties 





FORGETTING 


for the Moment 


4450 Carroll Avenue Chicago, II]. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


ges 
ors 


You Can Stake Your Reputation 


— 





SREP ELE EO 
SITS SA 
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The use of FrantZ No. 77 Off- 

set Strap Hinges allows accor- 

dian type doors to fold com- 
pletely together. The one-inch 
offset of these hinges holds the doors 
far enough apart to clear any pro- 
truding pulls, knobs, bolts, locks or 

similar equipment. 

FrantZ No. 77 Offset Hinges are made of 
wrought steel, in 10-inch size, and japan 
finish. They are packed one pair in a car- 
ton, complete with screws. 
Because they are designed to provide extra 
convenience to the operation of sliding-fold- 
ing garage doors, FrantZ No. 77 Offset 
Hinges find a ready market. Write Dept. 
H-L229 for prices. 


FRANTZ MANUFACTURING CO. 


Sterling, Illinois. 
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| | Demonstrations Make It Easy to 
Sell Cook Stores 


(Continued from page 34) 


is also being used by the Trenton Hardware Company, 
Trenton, Mo., with much success. The plan, as ex- 
| plained by Herbert E. Brown, manager of the store, 
consists of tying a good sized “SOLD” tag on the floor 


sample of the stoves which have been sold during the 
season, the purchaser’s name and address also appears 
on each tag. When they show the prospects the tags 
for all of the stoves, of the one type, which were re- 
| cently purchased, it makes it much easier to sell them. 
Other visitors to the store pick up the long string of 
tags attached to the stove and ask: “Have you sold a 
’ Then, when they 
learn that such is correct, they naturally talk about how 
many stoves we have sold to other people, which makes 
the plan productive of additional sales. 

Stores who have handled the same make of stoves 
over a long period, should capitalize on this fact. A 
prominent sign for the stove department can be lettered 
to read: “We have sold 500 John Doe stoves during 
the twenty vears we handled the line. Ask us to tell 





| you why?” 


Persistence Is Like Compound Interest 


Some chronic faultfinder went up to Billy Sunday one 
night after the evangelist had made a stirring appeal 
which brought a long parade of penitent people down the 
“sawdust trail’? and said, “You're a fake! You get 
people all stirred up. They hit the trail. But your 
conversions don’t last.” 

“Well,” said Billy, “neither does a bath.” 

And’we might add, “Nor a customer.” Your best 
customer is usually your competitor’s best prospect. 


| Someone is always after the people to whom you sell and 


unless you keep everlastingly after your customers-and 
keep them sold, your customers won't last. 
It works both ways, too. If you keep hammering 


| at your best prospect and do it more consistently than 
| your competitor, ultimately he will be your best customer 


instead of his. 
In this connection, a recent survey made by a retail 
dry goods association showed that 80 per cent of all 


| sales are made after four or more calls. It also showed 


that 

Forty-eight per cent of the salesmen who called, made 
one call and did not cme back. 

Twenty-five per cent made two calls and guit 

Fifteen per cent made three calls and quit. 

Twelve per cent made four calls or more. 

The 12 per cent who made four calls or more got 
80 per cent of the orders. It is the constant pounding 








away that gets the business. 
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Character and the Job 


By David Page 


F you want that big job which will place you in the 

ranks of successful business men, cultivate integrity, 
loyalty, imagination, good judgment, and energy. These 
are five characteristics mentioned by a steel magnate, a 
former Secretary of Commerce, and an ex-president of a 
great railroad, as essential to business achievement. 

When interviewed, these three high executives agreed 
to a large extent on the qualities necessary in a man who 
has a responsible position to fill. All mentioned loyalty, 
and all wanted integrity. All agreed on a basically sound 
character. 

“Broad education and sometimes friends open the 
door of opportunity,” said the head of a great automo- 
bile corporation, “but the fact remains, in big business 
at least, that successful people are hard workers and 
make good by efficient performance of duty.” 

Energy is one of the first things an executive requires 
when he hires a man for an important job, and it is 
an indispensable characteristic for promotion to a higher 
position. Leaders looking for men to cooperate with 
them in working out their plans do not want people 
whom they have to get behind and push. They are on 
the lookout for those who have an inner urge; who are 
in the main self-starting and who run under their own 
steam. 

But power alone is not enough. Unless the engine 
is put under control and guided toward a goal, it may do 
more harm than good. An executive seeks a man who 
not only has the steam, but also keeps his abun- 
dant energy under control. Therefore good judgment 
is demanded of the man who would enter upon a re- 
sponsible position and make progress in it. He must 
know when to start and when to stop; when to go fast 
and when to go slow; when to pull and when to push. 
He needs to know when to blow the whistle, and when 
not to blow it. 

Integrity, or reliability, is another characteristic that 
we must have if we are to land and keep the big job. 
We need to be sound throughout ; honest with ourselves, 
our employers, our fellow workers, and our work; un- 
willing to offer as the product of head and hand any- 
thing that does not represent our best effort and lightest 
skill. There may have been more conceit than honesty 
in the reply of a chef who, being complimented one 
morning upon the fine quality of his griddle cakes, 
remarked, “I always make ’em good.” But if we could 
sincerely have this attitude toward our work, we should 
soon have a reputation for reliability, and the world 
would make beaten paths to our doors. 

Loyalty in business relations is one of those fine 
qualities that has glorified real situations and has helped 
to adorn many a tale. A fine example of loyalty in indus- 
try which fiction affords is that of the old foreman in 
Darius Clayhanger’s printing shop, which has such an 
important part in Arnold Bennett's novel, “Clayhanger.” 


(Continued on page 70) 
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A new and easier way 


to plan and order 
shelving 


VERY business has its problem of ‘‘putting 

things away.’’ And for every problem of 
this sort, GF Allsteel provides a complete solu- 
tion. . . whether it’s a single unit for shelves in 
an obscure corner, or a complete battery for 
the stock room. 
To simplify the selection and ordering of Shelv- 
ing, GF has developed a line of Standard Shelv- 
ing Units which may be purchased as individual 
pieces of equipment instead of a great many 
separate parts. A fully illustrated catalog showing 
thousands of such units is now ready for distri- 
bution to business executives. You'll want 
this helpful book in your files for reference. 


And remember— GF Allsteel’s planning depart- 
ment will be glad to work on that big, complicated 
stockroom or store room job for you, offering 
suggestions and expert advice, entirely gratis. 


Send for the GF Allsteel Shelving Unit Book. 
THE GENERAL FIREPROOFING Co. 


Youngstown, Ohio +: Canadian Plant, Toronto 
Branches and Dealers in All Principal Cities 








The GF Allsteel 
Line: 
Desks: Tables 
Filing Cabinets 
Sectional Files 
Document Files 
Filing Supplies 
Transfer Cases 
Safes + Storage 
Cabinets* Shelving 


seseeeues Attach this coupon to your firm letterhead seesseaue 


THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 





Without obligating me in any way, please send me a copy 


of your new GF Allsteel Shelving Unit Book. 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a ( 
contemporary puts it: “Some of them . N 
have been copied, the rest will be.” 











Infant: “Baby wants a new pair 
of shoes.” 
Mother: “Oh, baby does, does she? 


Well, baby’d better come across with 
some bright sayings that'll sell, or 
baby’ll go barefoot.” 





Officer : 
$5.00 ?” 

Mountaineer Boy: “Shore. How?” 

Officer: “T’ll give you five to take 
me up this creek to the whisky still.” 

Mountaineer Boy: “All right, give 
me the five.” 

Officer: “Oh, I'll pay you when 
we come back.” 

Mountaineer Boy: 
hain’t comin’ back.” 


“Sonny, d’ya wanta make 


“Mister, you 





She: “Go! Leave this house! And 
never darken my guest towel again!” 





“Now I’m giving you a 
I want you to 


Father: 
good job in my mill. 
work your way up.” 

Son: “But, father, there’s no fu- 
ture in it. I want to work some place 
where I can marry the owner’s daugh- 
ter.” 





“T hear your brother Bill has passed 
away.” 

“Yes, poor Bill is no moah.” 

“Wot was the complaint?” 

“Dere wasn’t no complaint. Every- 
body was puffickly satisfied.” 





“To each man who has worked for 
me for 20 years I give and bequeath 
$5,000,” said the dying merchant. 

“But,” said. his lawyer, “you 
haven’t been in business 20 years.” 

“I know it, but it’s good advertis- 


ing.” 





“Well, my wife has divorced me.” 

“And I remember the time when 
she used to wave her hand to you 
every morning when you left the 
house.” 

“Well, you see, it wasn’t a perma- 
nent wave.” 





The girl friend collects antiques, 
and recently she acquired a horsehair 
chair, whereupon she discovered im- 
mediately why her grandmother al- 
ways wore six petticoats. 





Teacher: “What is the interest on 
a thousand dollars for one year at 
two per cent.... Ikey, pay atten- 
tion !” 

Ikey: “For two per cent I’m not 
interested.” 





Suave Auto Salesman: “It runs 
so smoothly you can’t feel it, so 
quietly you can’t hear it, has such 
perfect ignition you can’t smell it, 
and as for speed—you can’t see it.” 

Londoner: “My word! How do 
you know the bally thing is there?” 





Customer: “That chicken I bought 
yesterday had no wishbone.” 

Dealer: “He was a happy and 
contented chicken, ma’am, and had 
nothing to wish for.” 





Said a bald-headed man to a wait- 
ress bold: “See here, young woman, 
my cocoa’s cold!” 

She scornfully answered: “I can’t 
help that; if the blamed thing’s chilly, 
put on your hat.” 





“Oh John,” screamed the excited 
woman driver, “the car is running 
away.” 

“Can’t you stop it?” asked her wor- 
ried husband. 

“No.” 

“Well, then, see if you can’t hit 
something cheap.” 





There was a young fellow named Hall 
Who fell in the spring in the fall. 
'Twould have been a sad thing 

Had he died in the spring, 

But he didn't, he died in the fall. 





The guy who thinks he’s a wit is 
usually half right. 





Marie: “If you could have two 
wishes, what would they be?” 


Viola: “Well, I’d wish for a hus- 
band.” 

Marie: “That’s one.” 

Viola: “And then I’d save the 


” 


other till I saw how he turned out. 





There’s nothing new. The modern 
sanitary package was invented years 
ago by the hen. 





Two friends who had not seen each 
other for some time met in the street 
one day. 

“You’re not looking very well,” 
commented the first. ‘“What’s the 
matter—ill ?” 

“No; but I am rather worried,” re- 
plied his friend. “You remember me 
telling you about that fellow I en- 
gaged to trace my ancestors?” 

“Yes,” nodded the other. “What’s 
wrong? Hasn’t he been successful?” 

“Successful!” echoed the other, 
with a gasp of dismay. “I should 
say he had. Listen, man—I am hav- 
ing to pay him hush-money.” 





A Scotchman had applied to his 
chief for leave. “Do you mean to 
tell me, MacNab,” said the latter, “that 
you want your next year’s holiday now 
—in November ?” 

The Scotchman nodded his head. 
“Well, you see, sir,” he said, “it’s 
on account of my youngest boy, 
Sandy. He’ll be over 12 if I dinna 
go th’ noo.” 


The Spirit of St. Louis was making 
a few silver circles before its reluc- 
tant descent upon Mitchel Field. 

“It’s Linboig!” shouted one of the 
spectators. 

“Not Linboig. 
rected a bystander. 

“Well,” said the shouting specta- 
tor, “he’s flying Linboig’s plane!” 


Lindbergh!” cor- 














HARDWARE AGE for DECEMBER 19, 1929 











Crucible 
Steel 
Blade, 
Polished 


Little 
Giant 
Bush 
Hook 


Packed—, doz. in a crate 
Weight—50 Ibs. gross—39 Ibs. net 








may use more than ever. 
practically nothing, for the 


quickly pays for itself. 


range of uses. 


Eastern Agents: Display Material Co., 


Send to your nearest office— 


Send complete information. 





MAKE YOUR OWN SIGNS 


Use More Signs 
and Show Cards 


Signs and showcards make sales. 
The cost will be 


STENCILLOR 


The Stencillor is 
used by hundreds of high-grade stores 
everywhere. Send for booklet showing wide 
Coupon below. 


DISPLAY MATERIAL COMPANY 
774. Grand Avenue, St. Paul, Minnesota 


99 Beekman St., 
Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. 
Central States Agents: Stencillor Sales Supply Co., 361 W. Ontario St., Chicago, Ill. 


———— Attach this coupon to your firm letterhead 


Yes, we want to know more about this Stencillor. 


Patented, U. S. A. Feb. 12th, 1929 
Canada, March 6th, 1928 








For Cutting Bushes and Small Trees 


This tool combines a practical bush hook and axe in one imple- 
ment. Cuts heaviest bushes and small trees with ease. Axe 
feature is new and much appreciated. 


Blade is crucible steel—a wonderful cutter. 


30 inches long. 





Hickory handle is 


Farmers, lumbermen, road contractors, County and State High- 
way Departments, electric light and railroad companies are “all 
prospective customers. 


Send for Trade-prices. 


North Wayne Tool Company 
Oakland, Maine 


Sales Office: 6331 Tireman Ave., Detroit, Mich. 








Now you 





New York, N. Y. 
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A Drop or Full Stream 
Under Perfect Control 


Lidseen Force-Feed Oilers never 
waste oil, the user can get a sin- 
gle drop or a heavy stream as re- 
quirements demand—with perfect 
control at all times. 


LiIDSEEN 
OILERS 


are also made to last. Every | 
oiler is drawn of heavy cold 
rolled steel. All welded. Gun 
metal or heavy copper plated 
finish. The finish does justice 
to their fine construction. Three 
styles. All standard sizes. All 
sold by Leading Jobbers. 













Manufactured by 


GUSTAVE LIDSEEN, Inc. 
824-862 So. Central Avenue, 
CHICAGO, ILL. 


EISER’S 
HEDGE SHEARS 

1 
UAE A) 





PUSH BOTTOM 





















Each serration is 
sharp and cuts. 
Twigs do not slip. 
Customers appre- 
ciate these fea- 
tures, and repeat 
sales follow. Or- 
der now for early 


Keiser Mfg. Co. 
Reading, Pa. 
General Distributors 
Wiebusech & Hilger 
Limited 
\ 106-110 


\ 












delivery and be Lafayette 
prepared for your Street 
customers’ require- New York 







ments when the 
season opens 


















(Continued from page 67) 
This old printer was always on the job, could be relied 
upon in every emergency; and when his master 
weakened in body and mind, he remained faithful. 

A little quirk in this loyal workman’s nature would be 
amusing if it were not so sincere. For years he had 
been a member of a male chorus. But when he realized 
that old Darius Clayhanger would never again be com- 
petent to oversee his business, he confided to. young 
dwin Clayhanger his resolution to withdraw from the 
chorus and never to sing again. 

Imagination is a characteristic which every worker, 
whether in high position or low, must have if he is to 
find joy in his labor and do his best. He needs to look 
on his duties as they are related’ to the corporation or- 
system of which he is a part. 


What “Stickers” Do to the Working 
Capital 

There is one secret which the wise retail merchant al- 
ways shares with his clerks. He may withhold it from 
everyune else, but to his clerks it is common knowledge. 
That is the secret of the how and where of net profits. 

The clerk may sell his share of merchandise. He may 
be energetic, courteous, loyal and tactful, but unless he 
knows exactly how and where to make money for his 
store, his employer—and, in the end, for himself——he 
isn’t a 100 per cent go-getter. 

Every progressive merchant knows that the profit lies 
in the “last package.” At least, he knows what 
“Stickers” do to net profits. But we dare say that not 
10 per cent of the clerks working in retail establishments 
in this country today know where net profits really lie. 

Suppose a merchant buys and stocks 60 units of a 
particular brand of merchandise. The clerks themselves 
open the consignment and place it on the shelves or 
floor. Their thought, if they give it any thought, is 
this: 

“The boss gets his profits out of the first sales, so we 
will pysh this stuff-for a few days.” 

Consequently, the first 30 units move rapidly enough. 
They are fresh. The clerks like to hand them out to 
customers. 

The next 10 go a little more slowly. Ten of the 
remaining 15 units crawl off the shelves or floor and 
into the customers’ hands at a snail’s pace. The novelty 
of pushing them has worn off. The clerks are interested 
in something newer. 

But what about the last five units lying there on the 
shelves—all dressed up and some place to go, but no one 
making an extra effort to send them on their way? 

Do the clerks realize that the real profit—their em- 
ployer’s livelihood—lies on the shelf, gathering dust? 

If you sell your merchandise on a close margin of 
profit, there is all the more reason why your clerks 
should realize this vital truth. The profit lies in the 
last package. No merchant has made his legitimate 
profit until the last package, box, or last individual piece 
of any consignment of merchandise has been sold. Prob- 
ably until that last unit is sold and paid for, the mer- 
chant has actually lost money. His working capital has 
been tied up in unprofitable goods. 
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An Aggressive Manufacturing 


Organization 


When C. E. Christman was manufacturing dinner pails in his 
small shop thirty-seven years ago, he little realized what the 
future had in store for him. Today he is president of the Federal 
Enameling & Stamping Co., which produces at McKees Rocks, 
Pittsburgh, Pa., a complete line of porcelain steel ware. 

Soon after the dinner pail business was organized, Mr. Christ- 
man conceived the idea of manufacturing enamelware cooking 
utensils. He saw a market for quality items which could be 
sold at a popular price, and started with a few items in a small 
plant. 

Mr. Christman and two veteran associates have been largely 
instrumental in facilitating the distribution of the company’s 
products through regularly established channels. These asso- 
ciates, L. P. Mentzer, Western sales manager, and P. M. Burgess, 


gf @ 
ee 





Southern sales manager, have been with the company for many 
years. Mr. Mentzer recently completed negotiations with Rhodes 
& White, 461 Market Street, San Francisco, Cal., for Federal 
distribution in the West Coast territory. 

Realizing the importance of educating dealers and retail sales- 
men to the features and uses of enamelware, the Federal organ- 
ization has prepared a new educational booklet. 

In “How to Get More Enamelware Sales and at a Profit” 
there is a great deal of valuable information for the dealer and 
his salesmen. The processes of making enamelware are ex- 
plained, and the dealer is graphically shown how a square sheet 
is made into a triple enamel coated percolator, roaster or tea 
kettle. Many common questions regarding enamelware are an- 
swered, so that the dealer and his sales force can make more 
profitable enamelware sales through intelligent selling. This 
booklet is available without cost. 

The Federal Enameling & Stamping Co. is now offering the 
trade a new display stand which shows 20 pieces of Federal ware 
in a floor space of 28 by 14 in. This stand is counter high and 
will not detract from a store with displays of uniform height. 


Merchandising of House Furnishing 


Commodities 


A study of merchandising statistics in the home 
furnishing departments of stores doing an annual business 
of from $2,000,000 to $5,000,000 was made by the National 
Retail Dry Goods Association and shows that the initial 
markup on furniture in these departments was 41.4 per 
cent, as compared to a figure of 36.8 per cent for Oriental 
rugs; 36.2 per cent for domestic carpets and rugs; and 43.8 
per cent for china and glass. Gross profits were respectively 
34 per cent, 32.9 per cent, 33.2 per cent and 39.5 per cent. 
Stock turns were 2.4; 1.7; 2.0; and 1.4 times. 














It cuts clean 
and quick 


Standard 
Pipe Cutter 


ERE is a tool that cuts down the time of pipe 

cutting, thus cutting costs. The frame is drop 
forged steel, assuring rigid holding of the cutting 
parts, keeping them in true position at all times. It 
is a combination one-wheel or three-wheel pipe cut- 
ter, as two wheels can be replaced by two rolls when 
desired. 

The usual Oswego workmanship, every part 
rigidly tested and guaranteed, as are all Oswego 
products. 

The line includes Wrenches, Vises and a wide 
variety of construction tools. The Catalogue illus- 
trates and details fully. 


THE OSWEGO TOOL CO. 


Established 1887 Incorporated 1893 


Oswego, New York 



























= § 
—=, 
aaa 








He'll soon be out! 


So will the dealer who stocks 


INDIANA 
x-tra quality 


SHOVELS 


Ask Your Jobber 


The Indiana Rolling Mill Co. 


Neweastle, Indiana 
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Dazey Churns 


sold only through 


Jobbers = Dealers 


The DAZEY has been the leading Churn for 

many years and has always been sold through 

legitimate Jobbers and Dealers. Endorsed by” 
Good Housekeeping Institute, State Agricultural Colleges, and 
Scientific Buttermakers everywhere. It is strictly a “Quality” 
Churn. Only the best materials are used and carefully as- 
sembled. Made in sizes to suit everyone’s 
requirements, from 2-quart to 10-gallon. The 
extension of electric power lines into rural 
districts has opened up a new field for 
DAZEY Electric Churns. 


DAZEY SHARPIT 


All purpose household Sharpener. 
Requires no skill. The original 
Sharpener of its type. Patented 
grinding wheels, Attractively fin- 
ished in rust-proof electro plating. 
Furnished with removable, revers- 
ible clamp. 


Order from Your Jobber 


Dazey Churn & Manufacturing Company 
St. Louis 




















Whom will Daddy buy 


the electric train for 
this Christmas ? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
Vy a doll 


But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 














C, P. Howe Is Meeting 
New Conditions 


Successfully 
(Continued from page 35) 


store’s success. At any rate, the 
slogan bears out the spirit of the 
establishment. It is entirely safe to 
state that if it were not for display 
of merchandise, Mr. Howe would 
not be in business today. He 
writes: “Five years ago we used 
flat top tables with popular-priced, 
miscellaneous merchandise. These 
tables sold goods, but the latest type 
of tables with glass dividers are far 
superior. The smaller items are 
shown to better advantage.” 

Interior and window displays are 
arranged under the supervision of 
Milford W. Howe, eldest son of 
the founder. He is a keen student 
of merchandising and says in a re- 
cent letter “Our merchandising 
motto is “Get Everything Possible 
in Sight.” Our floor space is lim- 
ited and we do not have enough 
windows to take care of the displays 
we would like to install. 

“T use crepe paper and colored 
spotlights in most of my windows. 
We find it of considerable value to 
plan a ‘trick’ window, just to at- 
tract attention to the store. Edi- 
torial comment has been made in 
local papers about our displays and 
we feel that window display is our 
best advertising. 

One department not often found 
affiliated with a hardware stock is 
an electric sign department. As the 
founder of the business has a well- 
developed tinsmith, heating and 
plumbing department, the work of 
constructing signs is not unfamiliar. 
Milford W. Howe designs the signs, 
which are built under Howe sup- 
ervision by a force of capable me- 
chanics. 

The plumbing end of the business 
takes a good portion of Chas. P. 
Howe’s time. Milford relieves his 
father through the buying of hard- 
ware, radios, electrical goods and 
specialties, also taking care of the 
advertising and_ store displays. 
Leon H. Howe, the younger son, is 
an experienced radio man, holding 
a commercial operator’s license. He 
is active in the radio repair depart- 
ment and also looks after collecting 
delinquent accounts. 
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It Required But One Idea 


Jake Kindleberger, of Kalamazoo, tells this story of 
an Illinois hardware merchant whose originality has let 
him pass many a tight place in his business career, com- 
ments the editor of Forbes. He had bought too many 
jackknives from a slick salesman who had whittled off 
some of this merchant’s judgment with some sharp, 
smooth talk. 

Every day he would look at his stock of jackknives and 
kick himself for having bought so many. One night 
when he went home he found some soft pine kindling 
and he sat down, picked up a stick and commenced to 
whittle, all the time thinking of his jackknife mistakes. 

He whittled aimlessly at first, and then unconsciously, 
harking back to his boyhood days, he found himself 
whittling out a boat. He became so absorbed that when 
it became dark he went into the house and monopolized 
the kitchen table. His wife asked him if he was getting 
childish and he said, “You bet I am. I am getting just 
childish enough so that I am going to put this boat, a lot 
of pine stocks and a pile of jackknives in my store win- 
dow in the morning and [’ll bet you two dollars to one 
of your good boiled dinners that I’ll sell more jackknives 
in a week than I’ve sold in the last six months.” 

The story ends right here. The merchant did not get 
rich selling jackknives but he sold them not only to 
boys but to men who had never before been in his store, 
and in many instances some other article that they saw 
on the counter. 

You can move jackknives or any other article if you 
can think of one idea that will catch the public eye. 


Tomorrow 


Tomorrow is a long way off. 

Tomorrow has never, in all of the centuries of this old 
world, yet arrived. 

Tomorrow is just around the corner, and yet, like the 
pot of gold at the end of the rainbow, it is always just 
a little beyond reach. 

When you go to bed at night looking forward to 
the things that you plan doing tomorrow, you wake 
up in the golden sunlight, or murky cloudiness of today, 
and the today in which you should have done what you 
had planned to do tomorrow, has passed into yesterday 
and the task is still before you. 

Tomorrow is a habit; and like habits, if permitted to 
run at large too long, becomes a disease. 

Tomorrow is a condition of the mind—it is easy to 
fall into the way of thinking “Tomorrow,” but the world 
was not built on things done tomorrow, it was built on 
things done today. 

If you have done something which has offended your 
conscience and has wounded those near and dear to you, 
go to them today and tell them you are sorry—to- 
morrow may be too late. 

Your life, your success, your destiny, is just what you, 
yourself, would have it. “Procrastination is the thief 
of time,” and the man who values time is the success- 
ful man. Respect, therefore, time, and honor yourself 
doing those things which should be done today, today.— 
The Hammermill Bond. 




















FREE 4% v/ 
SAMPLE © bay 
<4 


Send for a sample, bo 
paper of these moderaly- A aq wy 
packaged BAKATAX “4 4 





GEO. BAKER & SONS, INC. <A Pa oe 
BROCKTON, MASS. 














This Little Display Box 
Does a Man’s Work 


It shows at a glance two sizes of 
Moore Push-Pins 
Four popular colors of 
Decorative Moore Push-Pins 
and three sizes of our new 
Moore Picture Hangers 


More than that, this Style “S” Counter 
Display actually sells itself to everyone 
who sees it.. Thousands of dealers are 4 
now ordering refills. If you haven’t 
got one, order from your jobber today 
and get your share of the extra profits 
in each case. 


MOORE PUSH-PIN COMPANY 
a Wayne Junction, Philadelphia 
Established 1900 




















Your space reservation for the 
SPRING BUYING NUMBER, 
published February 6, 1930, 
is cordially invited. 
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DIAMON D“E” 










All-Metal Frame 


CLOTH WINDOW VENTILATOR 


Remind your customers that this is the 

season when they need the protection of “DIA- 
MOND E” Close-woven CLOTH Window 
Ventilators. Not even a blizzard can 
get through. 









|! popular sizes, 
Retail at 45c, 


BUY 
FROM 
¥OUR JOBBER 












SOLDERING SLUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality counts 











CLOTHES 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CoO. 
ERIE, PA., U.S. A. 











WRINGERS 








THE MARK oFA GOOD 








| Coming Hardware Conventions 


| 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SOUTHERN HarpwarE JosBers’ ASSOCIATION JornT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little. Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

ConnEcTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Taft, New Haven, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party Feb. 19. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
NOG. 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS As- 
SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Intino1is RetarL HarDWARE ASSOCIATION CONVENTION 
AND ExurpiTion, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RetaiL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
Exursition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason City. 

Kentucky HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, sec., 200 Republic Bldg., Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASsSOCI- 
ATION CoNvENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 

MicuHiGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 

MisstsstpP1 RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 

Missourrt RetTaIL HARDWARE ASSOCIATION CONVENTION 
AND Exurnition, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MonTANA IMPLEMENT AND HARDWARE ASSOCIATION Con- 
VENTION AND ExHIBITION, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASsSOCI- 
ATION CONVENTION, Jan. 21, 22, 23, 1930. Place to be de- 
cided later. W. W. McAllister, sec., Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 

Tuirp ANNUAL NaTIONAL House FuRNISHING EXHIBIT, 
Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 


cago, IIl. 
NesrasKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
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Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton | 


Hotel. Exhibition at Municipal Auditorium. George H. | 


Dietz, sec., 414-19 Little Bldg., Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND HarpWaRE DEALERS AssOcIATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters, 
Hotel Statler. George A. Field, sec., 80 Federal St., Boston, 9. 


New York State Retait HARDWARE ASSOCIATION Con- | 


VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 
ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 

NortuH Daxora Retait HArpwareE ASSOCIATION CoN- 
VENTION AND EXHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 

Outro HarpwareE AssociaTION CONVENTION AND EXxHIBI- 
TION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 





OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION | 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
L. Unger, sec., 207-208 Bloomfield Bldg., Oklahoma City. | 


OrEGON RETAIL HARDWARE AND IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Pactric NorTHWEST HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
FE. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConveNTION, April, 1930. Place to be announced later. 
C, L. Thompson, sec., Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION AND EXHIBITION, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 


1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. | 


SoutH Dakota RETAIL. HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 


announced later. H. L. Boyd, sec., Spring Arcade Bldg., | 


541 South Spring St., Los Angeles. 


SouTHERN Harpware Joppers’ ASSOCIATION AND AMERI- | 


CAN HarpwarE MANUFACTURERS ASSOCIATION JOINT CON- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank, Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 


May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 


. 


atre Bldg., Atlanta. 
Texas HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND Exuisition, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, sec., College Station. 
VIRGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. 
Howell, sec., Richmond. 





| 
| 
| 


WEs?T VIRGINIA HARDWARE ASSOCIATION CONVENTION AND | 


Exuisition, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, sec., 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, sec., Abilene, Kan. Western Hardware Show 
in connection; L. W. Shouse, Kansas City, Mo., in charge. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisitTion, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 








No Hanging Strip Required 


THE 
“SIMPLEX” 


~-(CHICAGO)~~ 
SPRING HINGES 


Applied Direct 








to 


Door Casing 





Type 9001 


The Simplex Spring Hinge, designed for 
simplicity and economy in application, re- 
quires no jamb strip and only one mortise 
cut. 


Send for literature describing important 
features in the design and construction of 
Simplex Spring Hinges. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U 




















~~ this ties mark 
en tools ... 


‘stands for guaranteed quality, uniformity of 


product and a high standard of workmanship. 
A large assorted stock assures prompt deliveries. 
Write for catalog. 


American Swiss File & Tool Company 
, 100 Trumbull St. Elizabeth, N. J. 
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All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 +7 7 


CRIFFIN 


ERIE, PENNSYLVANIA 
ranch Offices, 
New York, 45 Warren St. 


; Ww. 
SS 
San Francisco, 703 Market St. 











Newspapers Balk at Chain Store 
Propaganda Plan 


(Continued from page 42) 


“WHEREAS, The evident purpose is to secure advertis- 
ing of value which could not be had were the real motive 
understood; and 

“WuHeErEAS, Such a plan if put into execution will tend 
to destroy the confidence that exists between the chain 
stores and the newspapers ; 

“RESOLVED, That the members of the Inland Daily 
Press Association, comprising 254 daily newspapers in 
16 States and adjoining Provinces of Canada, with a cir- 
culation of over 5,000,000 daily, register a very serious 
protest and request that the National Chain Store Asso- 
ciation desist from the use of this method of securing 
publicity. 

“FURTHER BE IT RESOLVED, That if the chain stores 
feel the need of educating the public concerning phases 
of their business which are not now understood, we sug- 
gest that they be wholly frank and present their mes- 
sage to the readers of newspapers in the form of paid 
advertising, properly signed by the individuals or group 
whose interest is sought to be furthered. 

“Be 1T FuRTHER RESOLVED, That the members of the 
Inland Daily Press Association would welcome the op- 
portunity for a free and open discussion with the Na- 
tional Chain Store Association of this entire matter.” 


Per Capita Output of Wage 
Earners Is Increasing 


At the present time, wage earners in manufacturing 
plants in this country now produce approximately $7,381 
worth of goods per man per year. This is slightly over 
three times the production in 1899 of $2,420. In 1909, 
the output averaged $3,159 per wage earner; and in 
1919, $6,862. During the same period average earnings 
increaséd from $426 per year to about $1,300 per year. 

These figures were estimated by the Department of 
Commerce and reported by the Outline of Business — 
Trends and Indications. 


More Graingerisms 


’VE known fellows who have tried to make the grade 

carrying a load of indifference. They didn’t make it. 

Aim high but don’t aim at a mark that is beyond 
your range. 

A listener learns a lot more than a talker. 

A knocker usually turns out to be a guy that is dis- 
satisfied with himself. 

There is no such thing as one sided cooperation. 

If you keep after your work, your work will not 
be after you. 

If you are afraid you are going to make a mistake you 
are pretty sure to make one. 

A one-job man is not an expressman. 

—L. E. GRAINGER in the Midnight Visitor. 
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An Eagle Lever Tumbler Lock Set— 
Made and Priced Attractively 






No. 1551 
Front Door Set 


BIT Key Front Door Set matching the high 
quality of Eagle Pin Tumbler Lock Sets. 


The lock has brass front and 
bolts, and is made with 12 
key changes. 





The EAGLE 
Quality Line 


Trim is Wrought Brass. 
Outside Escutcheon—10 x 





2% inches. Night Latches 
mae Escutcheon—7 x 2 Trunk Locks 
inches. 


Front Door Sets 
Cabinet Locks 
Store Door Sets 
Padlocks 
Wood Screws 
Stove Bolts 


Knobs, 2% x 2% inches, on 
5/16 inch Swivel Spindle. 


The key operates both bolts 
through the same key hole. 


Standard Finish, Dull Brass. 
List price $4.00 each. 


EAGLE LOCK CO. 


GENERAL SALES OFFICE 
26 WARREN ST., 
nec. Inu. s.pat.orr. NEW YORK peg. nu. s. pat. oFF. 











Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, III. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 























Finely 








When a Tap 
or Die carries 
the name Morse 
stamped on it, its 
quality is estab- 
lished beyond doubt. 


Every Morse Tool must 
live up to the same exact- 
in? quality standards. 










The unvaryin3, quality of all 
Morse tools is a ood reason for 
stocking, and pushing the whole 
Morse line — thereby simplifyin3 
your accounting and purchasing, oper- 
ations considerably. . 


The Morse line includes 
DRILLS REA MERS 
CUTTERS TAPS AND DIES 
SCREW PLATES ARBORS 
CHUCKS COUNTERBORES 
MANDRELS TAPER PINS 
SOCKETS SLEEVES 


MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS.,U.S.A. 




















LIGHT ELECTRIC &? 
PASSENGER ELEVATORS 


Kimball Light Electric Freight The Push- 
Elevators with their various.sizes Button Type 


and lifting capacities and the 
Passenger Elevators driven by 
Kimball’s Straight Line Drive 
machines with motor and ma- 


Extropep Mest PADLOCKS oe ee eG eee 


able and satisfactory service at 




















Maximum Security— low cost. Kimball Passenger 
- eye Elevators with manual or push- 
Strength Durability button controls that refuse to get 
OR year out of order will speed uP your 
thes S; service. see = 

CORBIN has 
been making Pin Write for particulars on the kind 


of elevator and machine you are 


Tumbler Ex- ) ‘ 
interested in. 


truded Metal 
Padlocks. The KIMBALL BROS. 
thought and skill COMPANY 


their craftsmen 
have used has re- 





No. 2881 sulted in some- 1205-19 South Ninth St. 
page ag “2 thing better than Council Bluffs, lowa 
just a “Padlock.” 5-39 


In the CORBIN Extruded Metal Padlock, one 
finds all the qualifications for service anywhere and | 
under all conditions. Ten different sizes of locks 
with brass or casehardened steel shackles in varying 
> these padlocks can be made with key changes 
Alike, All Different, Master-Keyed and Grand ’ 
Master-Keyed, to suit any requirements. There's Always a 


Truly a Lock of “Unusual Merit” | 
A NEW MAIL RECEIVER IN READY MARKET 


ART BRONZE | for 
Bie Pry, Moe eget HOUSE FURNISHINGS 


charm and grace. In mate- 
rial and workmanship, an 
obvious quality and fineness. Housefurnishings judi- 
Truly, an accessory of use- ciously merchandised 
fulness and beauty for the 
more distinctive home. Con- 
structed throughout of f 
hex avy gauge sheet bronze | ance for seasonable items. 
sharply embossed, with glass Furthermore, Housefur- 
window. Size: 3 inches nishings play a large part 
deep, 8 inches wide and 12 
inches high. Regularly fur- 
nished in Statuary Medium 
or Natural Finish. Made hardware store instead of 
in any standard finish on department stores. 


special order. ie 
Read the editorial and 


advertising pages of Hard- 
Write today for circulars describing our line of Pad- A at d 

- p a sch ane ware Age an eep poste 
locks, Automobile Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. | Hardware Age 


THe AMERICAN HIARDWARE CORPORATION SUCCESSOR 
NEW BRITAIN, CONN., U. S. A. 


| 
NEW YORK CHICAGO PHILADELPHIA | 939 W. 39th St iS Pe ee OF 




















carry a neat profit. This 
steady income acts as a bal- 


in inducing women to pat- 
ronize the neighborhood 














Send for descriptive folder 


on this line. 
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590 Years of Leaderhsip 


Fok fifty years Brown & Sharpe Hair made of the fine materials and with the 
Clippers have been prominent in the skilled workmanship for which they have 
equipment of professional hairdressers. always been known, are universally the 


Since Brown & Sharpe began to man- first choice of clipper buyers. 


ufacture Hair Clippers in 1879, users Keep on hand a stock of Brown & 
have always preferred the reliable service Sharpe Clippers adequate to meet the de- 
which these clippers give. mands of your customers. Hair Clipper 


At the half-century point Brown & Catalog on request. Brown & Sharpe 
Sharpe Clippers, improved in design, and Mfg. Co., Providence, R. I. 


BrROowN & SHARPE 


“The Professional’s Clipper” 





BSS 
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, Do the Bath Room Fixtures You Sell 
-\ 3) Meet All Theses Requirements? — | 






_ Towel Bar 

No. 5008. 

. Tube, % in. 
Base, 2 ins. 

~ Projection, 

*- 21% ins. 

~ Lengths: 

_ 15, 18, 24, 30 
and 36 ins. Do they present a pleasing appearance? 









Are the items so designed that in the.complete equipment of a 
bathroom ALL pieces will harmonize? 


INGC Are they made of SOLID BRASS which never rusts or corrodes ? 
Are they cheaply finished or Highly Polished and_ heavily 
chromium Plated? At the end of fifteen or twenty years will 


Gethd Beces Meavity Cheviadiom they still be giving satisfactory service? 

Plated Bathroom Fixtures. = . ps > 
Rincco Bathroom Fixtures will. They answer all the require- 
ments. That’s why it pays to sell them. Send for NEW Catalog 
and Price List. 


We also make 


Trimmings AMERICAN RING COMPANY 


Upholsterer’s 
Nails, Eyelets, 4 
Goan aan Waterbury Connecticut 
Washers. Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. a 





Se oe se ce 


OG 


28 
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FORSTNER 


Labor Saving 
AUGER BIT 


R 
Bores Any Arc 


of a Circle Many 
| New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. Fer core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 














“ Winter Fountain 
Oat Sprouter Thick Insulated Walls 


MOE’S LINE— 


A Big up-to-date line of Poultry Supplies. 

The market standard for quality and complete- 
ness. 

Everything for Chicks and Chickens :—feeders, 
drinking fountains, brooders, incubators, etc. All 
made right’ and sell readity—No shelf warmers! 
Thousands of Hardware dealers are selling 
“Moe’s Line” with profit and satisfaction. 

Make “Moe’s Line”—your line. It’s a fine line 
to handle. Write for New Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, III. 



























Instead of a 
SINGLE Screw 
Driver, sell a Nemco SET! 


It’s just as easy and you make a 
sale of $2.75. 





A tool that you can be proud of 
Retail price of Heavy Duty Set $2.75. 
Junior set, for places hard to get at, retails for 
$2.50. 





Fach set packed 
in display gift 
container. at Leading Jobbers 
Manufactured by 
NEMCO ENGINEERING COMPANY 
Grand Rapids, Mich. 
Makers of Fine Tools Since 1918 











Your trade will 
appreciate Supe- 
rior Brand Hard- 
ware Cloth. Every 




















i seeksemmastill roll is a quality 

; seas roll. Standard 

i ff wire, — smooth, 

t pret H round wire. Even- 

(iti Preenecat ts! ly woven. Heavily 
galvanized. 


This quality prod- 
uct costs no more. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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Just Tacks and Small Nails 


After purchasing small items such 
as tacks and small nails, folks are 
a to forget where they got 
them. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 


And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 


we print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 





ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 
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[AB installed and 


guaranteed for one year. 











Only the highest quality materials are 
used in ‘‘Sheer Comfort’? Heat Regula- 
tors yet the simplicity of electrical and 
mechanical design have made posssible 
a unit that sells, installed, for practically 
one-half the price of any similar device 
on the market. 


HEER COMFORT 








heat Regulator 


will do anything any other heat regulator 
can do—and more. It is completely auto- 
matic with four exclusive safety features 
found in no other device, —yet it sells at 
a fraction of the cost of any other type. 





gO oon 
Sp OOO rt enn otearcenior 
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H. M. SHEER CO. 
212 Hampshire Street, Quincy, Ill. 
Established 1889 


| 
i 














With 
Cold-Chisel Jaws 


Diamond Adjustable 
Wrenches are drop forged 
from high grade tool steel— 
caretully hardened 
drawn in oil. Jaws as strong 
and hard as a cold chisel. 
Won’t chip or break. 


Designed especially for 
mechanics—perfectly shaped 
to handle easily—grip like 
a vise. 


DIAMOND 








WRENCHES 


Diamond Adjustable 
Wrenches are the most com- 
plete line made. A wrench 
for every purpose—eleven 
sizes, single or double end, 
full or semi-polished. 


Write for catalog—we’ll 
tell you about our dealer 
help—display boards—cir- 
culars, etc. 


Diamond Calk Horseshoe Co. 
4622 Grand Ave., Duluth, Minn. 














The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 
and Men 





The extra-special 25 Cent Article with a large 
profit. 

1 Carton containing one dozen (5x10x2 inches) 
Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 
Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 
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Confidence in Champion Brand Tungsten Lamps is 
shown by thirty thousand retailers and three thousand 
Jobbers who sell lamps. 


Lamp Co. 
140 Maple St., DanVers 


Mass. 














“Licensed under the General Elec- ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 
a pany’s I t Lamp Sole Manufacturer 


Robertson “Horseshoe Magnet” Hammer 
<<} ME OLDs 


THE TACK 























The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMBR 
FOR USE IN MANY TRADES AND IN THE HOMB. ’ 


Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Off. 















<> 
<> Uny 
What’s in a Name? KK Jo 
Co, ‘ 
a she 


TAKE Napoleon, for example. When this little 

Corsican was announced at the courts of Europe, 
those present sensed his power and importance. On the battlefield, his 
name was often enough to destroy the morale of his enemies. 

The name “HALL” carries no weight on battle- 
fields or in European courts, but in the hardware field 
it Stands for good merchandise sold at prices that are 
right. The name “HALL” injects quality in large 
quantities into every product that bears its trade mark. 

The name “HALL” has been a business-winner for 
over 20 years. Are you enjoying the sales advantage 
that the name “HALL” brings to your store? Write 
for our catalog today. 


HALL MANUFACTURING CO., Cedar Rapids, Iowa 
















Belt Punches Arch Punches 
Spring Punches Revolving Punches 
4 varied and attractive line for the Hardware Trade. Also: 
Trimmers’ end Upholsterers’ and Plumbers’ 


Teather Workers’, 
Is. 


The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use tke 
auest quality of materials 

We stand back of every tool we make. Try us. 


Write for Catalog. 


COLDWELL 


CU Motor Lawn Mower - 
and Roller 


Economical — Dependable — Reason- 
able. Light weight, substantially built, 
easily handled. Free from trouble 
and delays. Special designed motor. 
Abundance of power. Cuts close to 
trees, etc. Mows and rolls simul- 
taneously. Timken Tapered Roller 
Bearings. 


Coldwell Lawn 
Mower Co. 
» Newburgh, New York 
Dependable 
Lawn Mowers 
Hand—Horse—Gasoline 
Electric 
























oC. * OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








Light as a feather 
for line work, 
this popular, easy 














reading level is al- Starret 
o. 10 
waysindemand. #27" 











Sell Starrett T 














SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Nets) 5 OOO). 9D) 


SAMSON SPOT, PHOENIX and SACHEM brands 
Yu obietnietertestede rt litamilatete-tastanlr tatty 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 











Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th Ss., 
New York City 


Hardware Age, 
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More Than Adhesive! 


Slipknot Friction Tape relia” 
sticks and holds so se- S Sis, 
curely that its very ad- 


, 






~, 
S 
h) 

yy, MW yh 


Mee SLIDKNOT 


hesiveness makes 

after sale. Now add FRICTION 
that it is extra strong TAPE 
—is not affected by i 

weather conditions— 

does not dry out— Guananteco 
withstands highest 

electrical efficiency 


tests—is free from 
pin holes — serves 
every purpose a 
good tape should, 
and you'll under- 
stand why it is so 
popular. 


Slipknot Friction 
Tape comes in at- 
tractive Orange 


and Blue Packages in 1, 2, 4 and 8 oz. rolls. Also in 
striking Counter Display Cartons in 1 and 2 oz. rolls. 
Give it a trial. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Tapes 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. 


Canton, Mass. 
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are 
the best 


are fe) Sone} 
the best | o 


Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


vee BOMIMEP always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 






















































Crashing 

through on the 

trail of hack saw 
profits “—_ — 


Backed by a sales plan that as- 
sures you of steadily increasing 
hack saw business from your 
own customers and prospects. 
Eager to drive in greater hack 
saw profits—these rangy Wolves 
of Lenox are attractively pack- 
aged in plaid. 

Get the details of this sales plan 

to-day. 
“The Tools in the Plaid Box.’’ 


American Saw & Mfg. Co. 
Springfield, Mass. 












































CORBIN 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws e- 
Saw Screws 

Thumb Screws 

Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


The CORBIN SCREW CORPORATION 


The: American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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Millers Falls Plane Irons 


Do you keep a stock of Plane Irons as well as 
Planes? They constitute a profitable line in them- 
selves. 

Millers Falls Plane Irons are made of the finest 
tool steel available. They need less reconditioning. 
Just the thing for customers who use the best. 


MILLERS FALLS COMPANY 
Millers Falls, Mass. 


New York: 28 Warren St. Chicago: 9 So. Clinton St. 
Cable Address: MJILLERFALL NEW YORK 


We specialize on Counter-sunk 
washers in all sizes 





FORMED of 
SOLID STEEL or Brass 


Made ifi steel or brass, both solid and hollow. 


Massachusetts Machine Shop, Inc. 
817 Albany Street Boston, Mass. 








R. MURPHY’S 
PAPER HANGER’S KNIVES 
In every paper hanger’s kit where QUALITY 
counts. They know from experience 
it is a perfectly balanced, 
well made, long lived knife. 













Paper Hanger’s Knives 
MADE IN 5 STYLES 
No. 2 Round Point 3%” blade 
No. 3 Round Point 3 
No. 2 Square Point 3%” blade 
No. 3 Square Point 3%” blade 
No. 1 Square Peint 3” biade 
You will find these, and all R. MURPHY 
Knives profitable to sell for THEY SAT- 
ISFY Scam _ craftsmen in every line. 
Write for 


Established 1850 


R. MURPHY’S SONS CO., AYER, MASS. 





PEERLESS 
Handcuff Holster 


will supply a long-felt want 
by the users of Peerless 
handcuffs. It is made of fine 
quality black leather and can 
be attached to the belt of the 
officer. It protects the hand- 
cuffs from dampness and is 
of sufficient size to allow an 
officer to withdraw the cuffs 
quickly and easily. 


Why not stock these hol- 
sters and prepared for 
the demand. 


Write us for cenetigties 
folders and price 





Springfield, Mass. 





Peerless Handcuff Co. 








New Profits Next Year! 


You can increase your business just as 
scores of other hardware men have by 
installing Heller Business Building Store 
Equipment. Heller fixtures actually pay 
for themselves. Let us show u how. 
or clip this ad to your letterhead and 
mail. 


WC. TIE LL R&CO. 


MONTPELIER.OHIO 


NLY. Office 20 Vesey St 500 





IVER JOHNSON 


SHOT 
GUNS 


make an instant hit with the man who wants a 
good, dependable gun at a moderate price. 





IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


CHICAGO SAN FRANCISCO 
108 W. Lake St. 717 Market St. 


NEW YORK 
151 Chambers %. 
















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Zfome of the Worlds Finest : 
a AA 








Known and Trusted 
for therr unfailing 
accuracy — 

IBS 
Prown & SHARPE 

te 
Toots 


“World's Standard of Aecurary” 
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Style N 


CAROLUS CUTTERS 


The Style N Ss regular Bolt Cutter with the added End 
Cut, and also t = ee making a 3 in‘l Tool. You 
can also Bane thy ‘Guan utters in Style A, Straight Cut; also 
Style B, Straight and End Cut. Steel P lates hol , rigid. 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 
Literature and Prices. 


CAROLUS MEG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 





Allith 
ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS = 

















| 











A real all-purpose can w ” 

opener—with new fea- ° 

tures. Thumb and Hand 

guard — Friction Can aac ty 

Opener (Tempered) that Can Opener 

folds back into Handle. New! Practical! The latest 

N thing out—the Vaughan all-in-one 

PAT. APL. FOR Can Opener Combination. Has 


a Safety Gua that protects 
thumb and hand—a_ tempered 
friction can opener—bottle opener 
and cork serew. Genuine tool 
steel flexible tempered blade. A 

a 











OPENER wonderful a for ten and ae 
sure seller. s for ten cen’ 
FOR ALL Send for sample and price. 
FRICTION Vaughan pevetty Mfg. 
CANS Mfr. of Quality Kitchen Tools 
8211 Carroll Ave. Chieago, Ill. 























BURNLEY 


The Soldering 
Paste-that has 
satisfdied cus- 
tomers for over 
23 years. 


Sample free 





f OLOERING PASI! 


REY 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 















Solid Pipe Dies 


ARMSTRONG BROS. 





These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 
manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process. 
Fit all standard stocks. 

1. Free Cutting Rake 3. Ample Chip Clear- 


2. Solid Support Be- 4 Ret loved Cutters 
hind Cutter (Backed off) 


Write for Catalog P-10 
ARMSTRONG BROS. TOOL COMPANY 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 








BETHLEHEM PRODUCTS 


of interest to the Hardware Dealer 


CAMBRIA FENCE and Steel Fence Posts 


WIRE: Barbed, Barbless and Twisted, 
Processed, Bright and Galvanized. 


NAILS: CementCoated, Bright, 
Blued and Galvanized. 
WIRE RODS STAPLES BALE TIES 
- BOLTS NUTS RIVETS 









ies, Bethichem Steel Company 
General Offices: Bethlehem, Pa. 


BETHLEHEM 











‘%) at Oe Faas 
», WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 


| 
| 
| 
ais aaa 





ERS cusnion TIRE 









































|Z2€--s STORE LADDERS 
-+—}+—-+$ Insure perfect shelf service for any 
==) line of merchandise. Deep tread steps, 
= == prenety spaced, with convenient full 
> Spy length handholds on both sides of 








ladder permit mounting or descending 
Page as ease. Both hands free to remove 
or replace sto k without danger of fall- 
Ing. Cushioned Tired Trolley und Truck Wheels elim- 
te vibration. Erection as simple 
B,C. Utilize small space. Make top shelves 
safely available for stock parece. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


MERE MYERS & 3RO.co. 
’ ASHLAND, OHIO. 

PUMPS-WATER SYSTEMS-.HAY TOOLS - DOOR HANGERS 

MIRE Si 


me 
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Classi 


fied Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 


Opportunity Exchange Section 1 inch .. 





BOXED DISPLAY RATES 


Each additional inch 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 


eeeee 








Set Solid, Minimum of 5 lines... .$3. 
Zach additional line 60 


All Capitals, Minimum of 5 lines. . 
Each additional line... . 
Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising 
4 insertions, 10% pri 8 insertions, 15% Hazpware Acs is published each Thursday. 
° 


Remittance Must Accompany Order 


Hardware Age, Classified Suge. 
tunities, 239 West 39th St., ew 
York City 








Forms close Nine Days previous to date ef 
publication. 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should sot 
be addressed to box numbers. 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








SNOW SHOVELS 


Bargain Lot of 60 Dozen Brand New to Close Out 
at Low Price 


MR. LISTING 
135 Plymouth St. Brooklyn, N. Y. 














FOR RENT, an entire brick building 22x95 in the heart of the city. 
Three floors, concrete basement with electric elevator. A wonderful oppor- 
tunity for a popular priced hardware store. Rent reasonable. For further 
particulars, write Harold Merlender, Owner, 36 Kneeland Avenue, 
Binghamton, N. Y. 





FOR SALE 
Old Established hardware, seed and implement business within 15 miles 
of five cities. Population of 100,000 people, located near farmers market 


square. Address Box I-622, care of Harpware Acre, New York City. 


HELP WANTED 





SALESMAN with knowledge of builders’ hardware for Metropolitan 
New York District. Experience in this territory necessary. Address, 
giving age, previous experience and references. Address Box I-639, care 
of Harpware Acre, New York City. 


POSITIONS WANTED 











HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














SALES EXECUTIVE with fourteen years’ hardware experience selling 
in every State in the United States and entire Canada. The past five 
years in charge of advertising, export and domestic sales of a hardware 
manufacturer showing a profit to stockholders having reached the limit of 
possibilities. He is leaving present firm and will be open for a connection 
with wider scope January first. Address Box I-613, care HARDWARE AGE, 


New York. 


EXPERIENCED SALESMAN knowing wholesale and retail hardware 
trade in Metropolitan New York intimately. Seeks position either salary 
or commission with drawing; accustomed to five thousand annual earnings; 
now employed; fees appearance, capable, dependable; age thirty-five, 
drives good car, Christian, married, references. Address Box 1-583, care 
of Harpware Ace, New York. 














OPPORTUNITY FOR A MANUFACTURER 


Successful executive, experienced in organization, sales 
and production, will: consider an opening with manufac- 
turer interested in expanding his business. Prefer ar- 
rangement based on nominal salary with increased 
earnings. Address Box | 627, care of HARDWARE AGE. 














MANAGER OR A-! SALESMAN—Twenty years’ experience Buying 
and Selling, General Hardware, Builders’ Supplies, Housefurnishing, Elec- 
tric Appliances and Supplies, Seeds, Fertilizers, Farm Implements. Capable 
taking responsible position as experience ccvers bookkeeping and business 
detail. Position desired in New Jersey so one can commute on Central 
Railroad of New Jersey or downtown New York. E. E. Gayle, 1152 
Stilford Ave., Plainfield, N. J. 


SALESMAN, -34.years of age, 11 years’ experience in the Tool Busi- 
ness, wide acquaintance with Jobbing trade in Middle West, particularly 
Chicago to Denver; St. Louis to Duluth, and ~ Metropolitan New York 
district desires sales position with reputable manufacturer. Will be open 
for change after January’ 1. Addréss Box 1-634, care of HARDWARE AGE, 
New York City. 








BUILDERS HARDWARE MAN with 15 years’ experience handling 


Builders and Contractors Supplies, desires connection with concern doing 
business in or near Greater New York. Can estimate and schedule hard- 
ware from plans and follow specifications. Can assume responsibility of 
complete Hardware Store. Excellent references. Address Box I-640, care 


of Harpware AGE, New York City. 





POSITION—For 1930 by successful salesman calling on hardware 


dealers in Minnesota and Wisconsin. Familiar with hardware, paints, 
sporting goods. Married, age forty-six. Experience twelve years. De- 
pendable. Own good car. References. Address Box 1-638, care of 


TIArDWARE AGE, New York City. 





.KKNOWLEDGE AND EXPERIENCE FOR SALE—Advertising man 
with wide 4 in builders’ and general hardware will be available 
January Ist. Has thorough knowledge of consumer, trade and professional 
journals, printing and engraving processes, display material and catalogue 
preparation and publication. Address R. I. T., Box I-612, care of HArp- 
warE AcE, New York. 


POSITION WANTED: EXPERIENCED HARDWARE MAN 
WANTS IMMEDIATE POSITION WITH MANUFACTURER, JOB- 
BER, OR LARGE RETAILER WHEREBY HE CAN PUT HIS 20 
YEARS OF GENERAL HARDWARE, PAINTS AND SUNDRY 
ITEMS TO BEST ADVANTAGE. WANT ONLY POSITION WITH 
FUTURE; REFERENCE, AGE 38. ADDRESS BOX I-633, CARE OF 
HARDWARE AGE, NEW YORK CITY. 











POSITION SEI.LING JOBBERS, dealers and department stores in 
Pennsylvania, Ohio and West Virginia. Experienced. est of references. 
Address Box 1-606, care of Harpware Acr, New York City. 





POSITION with hardware manufacturer selling jobbers and depart- 
ment stores in Eastern and Middle West States. Experienced, single. Avail- 
able Jan. Ist. Address Box I-607, care of Harpware AcE, New York City. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVES, CALLING ON HARD- 
WARE JOBBING TRADE OF ARKANSAS, LOUISIANA, - 
HOMA AND TEXAS, AND LEADING RETAIL HARDWARE AND 
SPORTING GOODS TRADE OF OKLAHOMA DESIRE COMMUNI. 
CATION WITH REPUTABLE MANUFACTURER. OR_ IMPORTER 
SEEKING DISTRIBUTION IN SOUTHWEST. ADDRESS F. J. 1., 
1610 DODSON, FORT SMITH, ARKANSAS. 











CONNECTION DESIRED WITH MANUFACTURER of Hardware, 
Household or Fireplace Goods. Expreienced in Southeast. Age 45 and 
available January. Address Box 1-615, care of HARDWARE AcE, New York. 
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assified Opportunities 


SALES ACCOUNTS WANTED | SALES REPRESENTATIVES WANTED 


SALESMAN—business producer; large following among hardware job- 
bers, dealers, department stores; also acquainted with woodenware, house- | 


























furnishing, electrical appliance trades. Selling past seven years in New | PY, T 

England States, New York, New Jersey. Territory covered thoroughly N j 

by car. 7 employed. Salary or commission drawing or will represent 

factories direct on straight commission. Address Box I-618, care of . * ° - 
niente dae, How Mele | Selling Retail Hardware, Department, 


seca it = | F ° = > = - +] sate 
urniture, Pet Shops, Florists 

~ SELLING ORGANIZATION, backed by fifteen years successful ex- ? P I 7 
perience, offers Hardware, Electrical and Sporting Goods Manufacturers 


Old and well established line of Bird and 


intelligent aggressive sales service Pacific Coast territory. Offices in San 
Francisco and Los Angeles, three salesmen. Commission basis. Address | rs - 
Box 1-637, care of Harpware Ace, New York City. | Animal Cages. Rare opportunity for 
ee — | a 1 ae 
| > ~ e6 ~~ ey 
ADVERTISER with well-equipped offices in Westminster and corre- | workers. St aight Commission. 
sponding house in central Brussels is open to represent reliable manufac- 
turers of engineering, hardware, or kindred productions, expenses and | Territories—Northern and Southern New England, East- 
commission basis. Reply ZZ.599, C. O. Deacons, Fenchurch Ave., | ern New York, Chicago, Virginia, West Virginia, Ken- 


tucky, North and South Dakota, Wyoming, Montana, 


London, England. | 
Colorado, Utah, Eastern and Western Canada. Address 


SALES REPRESENTATIVES WANTED 








Box 1-636, care of Hardware Age, New York, 


























A MANUFACTURER of a complete line of specialties, handled by 


jobbers, large retail hardware dealers and kindred trade, desires salesmen 


’ ETE o Ss10 ass er ) so ¢ isvl nia, Nor Mary 
SALESMEN WANTED erat cue, ( aa Indi aa SS ace Michiean, nigga 


Missouri, lowa, E. Kansas and KE. Nebraska, North Illirois, Wisconsin 








i P H : and Minnesota. Salesmen, who have selling ability, acquaintances among 
Old established hand tool manufacturer desires five direct | the trade and cover the territory regularly, can make good commissions 
full time representatives in the following territories: No objection to carrying non-contlicting lines. Address Box 1-628, care of 


HArpwarE Acer, New York City. 





New England States 


° P WANTED: Salesman on commission basis by old cstablished and well 

Western Pennsylvania and Eastern Ohio known manufacturers of hardware specialties for over fifty years, who 
og: : covers the hetter class of cities in Ohio, Indiana, Michigan, and Illinois. 
Michigan and Indiana | Factory represent itive will retain certain jobbing accounts in some of the 
| largest cities. Advise present lines and references. Address Box 1-636, 


Northern Illinois, Wisconsin, Minnesota : 
care of ‘HArpwArE AGE, New York City. 


Southern Illinois, Missouri, Iowa Z 
WANTED by manufacturer of hardware specialties a salesman on com 


Give experience, references. All replies held confidential. mission basis, calling on the jobbers and better retail hardware dealers in 
“5 the States of Virginia, North and South Carolina. Ni » objections to 
Address Box I-617, care of Hardware Age, New York City | carrying non-conflicting lines. References as to selling ability desired 














Address Box 1-629, care of HArpwAreE AGE, New York City. 








WANTED a salesman who can produce, calling on hardware jobbers 
COMMISSION SALESMEN IN EACH STATE for manufacturer of and better retailers in Arkansas, Oklahoma, Central and East Texas, by 
hand tools and hardware specialties. Advise territory covered and houses a manufacturer of hardware. Commission basis only. Can carry additional 


represented. Address Box H-638, care of HArpwAre AGe, New York City. non-conflicting lines. References required Box 1-631, care of TfArp 
WARE Acre, New York City. 











REPRESENTATIVES _ calling on hardware porn and furniture COMMISSION SALESMEN to sell a. line of hardware specialties 
manuufacturers to handle our line of Soss Invisible Hinges. Following handled by jobbers and better retail dealers in Kentucky, Tennessee, North 
territories open—Pennsylvania, Ohio, Indiana, also Southeastern and Georgia and North Alabama. Must have good catayaicen Address Box 
middle western states. Soss Mfg. Company, Roselle, N. J. 1-630, care of Harpware Ace, New York City nara ae 

ROPE SALESMEN WANTED in all territories—100 per cent pure | A MANUFACTURER, whose product is favorably known among the 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- | jobbers and hetter hardware dealers, desires a salesman on commission 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City | basis calling on the trade in the Vrovinees of Ontario and Ouebe¢ Ad 
(Foot of Wall St., and East River). | dress with references. Box T-632. care of Harpware Acer. New York City 








Do YOU Want a Good Position? 


Right now you may be looking for a good position as Manager, Assistant, 


or Salesman with some responsible Hardware company. 
And right now some one may be looking for you. 


The best meeting place is in the Classified Opportunities Section of Hard- 
ware Age. 


Fifty words at a cost of a dollar and a half will put you on the right road, 
in the right paper, for the right position, with the right Hardware concern. 


Send your ad to 
Classified Opportunities Dept. 
HARDWARE AGE, 239 W. 39th St., New York 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of 


the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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i ee + — | Cortland Grinding Wheels Corp. — | General Fireproofing Co........ 67 MOTOR 668088006 66555 os sewee _ 
Bergman Tool & Mfg. Co...... — | Creenent Tool Co... 25s vccc0ces — | General Wheelbarrow Co....... — | Kantlink Manufacturers ....... _ 
Dems Co., Inc:, Olio... .0<0.¢20% — | Cronk & Carrier Mfg. Co....... — | Getz Power Washer Co. ....... me Bebe, FD: Mile. Cos. ii sae -- 
Bethlehem Steel Co............ 85 | Crown Cork & Seal Co......... — | Gilbert & Bennett Mfg. Co..... — | Keiser Mfg. Co............... 70 
Birtman Electric Co........... — | Cyclone Fence Co.............. — | Gilbert Clock Co., Wm. L..... — | Kelly Axe & Tool Co.......... 61 
THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
‘ be made for errors or failure to insert. 


No allowance will 


Every care will be taken to index correctly. 





Kenton Hardware 
ae ae 
Keystone Steel & Wire Co...... 
Kilborn & Bishop Co........... 
Rimban Brose. CO... sc cece 
Bert & BOs, Bey. isc ccseeevs 
Kohler Die & Specialty Co..... 
Kokomo Stamped Metal Co.... 
ag ae Sa e r 
vanish Bros., WAC. .6i.20scece 


90 
90 


L 
Ladder Mfrs. Assn. of America, 
The 
Lamson & Sessions Co......... 
Landers, Frary & Clark 
Lebnmmn, A: . & Ge... os ks 
Libbey-Owens Sheet Glass Co.. 


ear 


Lidseen Co., 
Lionel Corp. 
Lovell Mfg. 
Eo a, Re 
Lupton’s Sons Co., David 
Luther, 


Inc. 


McKinney Mfg. Co..........-. 22 


Malleable Iron Fittings Co..... 


Mansfield Lock Washer Co..... — 
Mansfield Tire & Rubber Co.... — 
Marshall Furnace Co........... -- 
Marshalltown Trowel Co....... a 
Martin-Senour Co. ........... = 
Mase Varitsh G6. o6.5 i000 —_ 

Massachusetts Machine Shop 
MONEE: 3 costs tas vadinssccvee 84 
Meisselbach Mfg. Co., A. F..... —_ 
Merrill Handle Co............. 
BICEAICEATE COPP. oc ciscccivccs -= 
Millers Fale Cos. ccecie neces 84 
Milwaukee Brush Mfg. Co..... — 
Milwaukee Stamping Co....... — 
Moore Push-Pin Co............ 73 
Beorei, Tn6.; MMR 66 cess cae — 
Morse Twist Drill & Machine Co. 77 
Murphy’s Sons Co., Robert.... 84 
Murphy Varnish Co........... — 

Myers & Brothers Co., F. E. 
12, 85 

N 

National Aluminum Mfg. Co... — 


National Carbon Co............ 4 
National Enameling & Stamping 
Co. 
oS Re vt Sc ee 
National Lock Washer Co...... — 
National Mfg. 
National Standard Horseshoe Co. 
National Stamping & Electric Co. 
Nemco Engineering Co......... 
New Delphos Mfg. Co......... 


New Jersey Zinc Company.... 
New York Wire Cloth Co..... 
Nicholson File 
Nileo Lamp Works, Inc........ 
Norcross & Sons, 
Norman Mig. Coi..cccciscscce 
North Wayne Tool Co......... 


Norton Door Closer Co........ 


O’Cedar Corp. 
Octigan Forge & Mfg. Co....... 
& Steel Corp...... 
Oneida Community, Ltd........ 
Onken Co., 
Ontario: KE CG i.6s 66 5:6:0.5,6 250,080 
Cnet. PAT. Aiko cs cccessas 
Gabornt*& Cow: Si ccc cseas 
Oster, John, 
Oswego Tool 


Oliver Iron 


Oscar 


Page Steel & Wire Co........ 
Paine Co. 
Patent Novelty: Co... 6666800806 
Peck, Stow & Wilcox Co....... 
Peerless Handcuff Co........... 
i a eee 


POOR TarGware CGiisickks ce cces 


Lawn Mower Works.... 
MG GE 06 fee v e's 
Perfection Stove Co., 


Penn. 
Perfection 


Peters Cartridge Co........... 
Pharis Tire & Rubber Co....... 
Phenix Mfg. 
Philadelphia Lawn Mower Co.... 
Pike Mfg. 
Pittsburgh Plate Glass Co..... 
Pittsburgh Steel Co............ 
1a os ah, 3, a a 
Plomb Tool 
Plumb, Inc., Fayette R........ 
Plymouth Rubber Co........... 
Popular Science Monthly 
Py Wee Weis be hoe bance eee 
Positive Lock Washer Co....... 
Pratt & Lambert, Inc.......... 
oe 2, 


Progressive Mfg. Co........... 


Pyrene Mfg. 


Beaaiag ften G6. ..c600sc0s0e. 
Reed & Prince Mfg. 
Regina Corporation ........... 
Reliance Manufacturing Co..... 
Besse 


Co., 


Remington Arms Co., 
Remington Cash Register 
Inc. 
Reshouse: Bie. Co... os ccccesns 


Reynolds Wire Co............. 





82 


71 


Resnor BE Gail csisc isvcdcees 
Richards-Wilcox Mfg. Co....... 


Richardgon Ball 
Co. 


Richland Rubber Co............ ~- 
Rixeon Go, Qscar Que oscccccee 65 
Robertson, Arthur R........... 82 
Rose & Brothers, Wm.......... — 
moe; Tne. Ge bi cicceckecas 
Ruby Chemical Co............. 


Russell, Burdsali & Ward Bolt 
a. in, ee ee eer § 


Russell Cutlery Co., 
Rutland Fire Clay Co.......... 


Bearing Skate 


s 


S. & A. Metal Products Co., Inc. 
Sacks, 


Sallee Bros. 


DMG, EAGIG: oisie'se wrexeas 


Samson Cordage Works........ 
DOG, Tia coke siises 
SOU Ee CA ick cccscdvegess 
ae ah & 
Schollhorn, Co., William 
Schrade Cutlery Co........... 
POE SN Cie vos cccwcsesce 
Segal Lock & Hardware Co..... 
Shapleigh Hardware Co......... 
eee, Ta Wy ies esi van 


Sheffield Bronze Powder & Sten- 
cil Co. 


Shelby Spring Hinge Co........ 
Sherman Mfg. Co., H. 
Showcarder, Inc. 
Sidway-Topliff Co. 
Bivee LO Cor cicscccccecss 
Simonds Saw & Steel Co....... -- 
Simonds-Worden-White Co. .... — 
Simonsen Iron Works........%. - 
Sinram & Wend 
Skilsaw, Inc. 
Smith, Inc., Landon P......... -—- 
Smith & Sons, Inc., Seymour... — 
SS Oey ccalc > sc nveweeie 
Solderall Corp. 
Standard Gas Equip. Co....... 
Standard Pressed Steel Co..... — 
Standard Tool C6.00). cccciscces 
Bia WOr cise cveasscces 
mrarrett Cor, 2. Sikes iveceess 
presente -G Cos Be Coc eccn cas 
Sterling Woodenware Co....... 


Stewart Iron Works............ —- 
Superior Laboratories ......... 


a ee ae -- 


SW CMM Chis ciacvers -- 


Taintor Mfg. 
Technical Glass Co., Inc....... 
Three-In-One Oil 


Toledo Metal Wheel Co....... 
Toledo Pressed Steel Co....... 
Toledo Wheelbarrow Co........ 
Tremowt: Wak G6. cc. cscs 
Trimet MiG; Coke. ciccetsscas 
Trow & BHeldeti.. ...cccsevsses 


Tucker Duck & Rubber Co.... 
Turner Brass Works.......... 
Turner, Day & Woolworth Han- 

dle Co. 


U 
Union Fork & Hoe Co......... 
Union Hardware Co.......... 


Union Steel Products Co....... 
United Business Publishers, Inc. 
U. 
v. 


S- Teste Geiss ccs cmesave 


Vv 


V-W Ventilator Co. 
Valentine & Co. 
Vaughan Novelty Co.........-. 
Vaughan & Bushnell Mfg. Co... 
Verified List 
Vichek Tool 
Vollrath Co. 


Wagner Electric Corp. 
Walworth Co. 


Western Cartridge 
Wheeler Metal Products Corpora- 

tion 
Whiting Adams 
Whitman & 
Wickwire Brothers 
Wickwire-Spencer Steel Co...... 
Co. 


Barnes, 
Wilson-Imperial Co. .......... 
Winchester Repeating Arms Co.. 
Wiss & Sous 00), Bids ce.ceccaee 
Witt Cornice Co.........ccee0- 
Witte Works 
Wolverine Supply & Mfg. Co... 
Wolverine Tube Co..... 
Wood Shovel & Tool Co....... 
Cio tenceer re 
Worthington Co., 
Wright Steel & Wire Co., G. F 


Engine 


Wooster Brush 


George 





Tilley Ladders Co., John S..... — 





Tubular Rivet & Stud Co...... : 


a ae ee - 


Wrought Washer Co........... - 
Y 
Yale & Towne Mfg. Co........ 





THE DASH (—) 





INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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The Best 
Cold Chisel Value 
By U.S. Navy Test — 


*SGREEN LINE’’ Cold Chisels are so de- 
clared by the U. S. Navy Department’s 
award of the entire order for 21,846 
chisels on which the bids were opened 
March 12. 

“SCREEN LINE’ Cold Chisels won by 
the superior toughness of their Special 
DROP FORGED Alloy Steel— 


KILBORN STEEL 


Offered at their regular price, they 
were neither the highest nor the lowest. 
Among the chisels of the nine prominent 
manufacturers who tendered, they stood 
up the best under the Navy’s exacting 
and accurate tests. They gave the most 
service per dollar of cost. 

We make 24 different sizes. All finished in a 


handsome green. Also 13 other styles of chisels, 
in various sizes. 















THE KILBORNE BISHOP CO: : 













The Green Line includes- Punches, Cold 
Chisels, Drills, Screw Drivers, Box Hooks and 
many other dependable tools. 








Send for Complete Catalog and Prices 


The Kilborn & Bishop Co. 
196 Chapel Street New Haven, Conn. 
Manufacturers of the 
“GREEN LINE” TOOLS 


Reg. U. S. Patent Office 








Light 
Electric 
Freight 
Elevator's 


Whether it be a light or heavy 
duty type Elevator, Kimball 
builds to suit your requirements. 
A corps of able engineers work 
out your specifications and fit 
the elevator to your require- 
ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1205-19 South Ninth Street 
Council Bluffs, Iowa 


‘| “ELEVATORS |: 
ale ¢)/: 


(DS 
cow 
rN Gace 














Advise 
Customers 
to 


Apply 
DOMES of SILENCE 


on All Furniture 








to save Rugs — to save Furniture — to 
save Floors—to create Quiet. 

Sizes 34” to 74”,-—10c. per set. 

Size 14”—15c. per set. 


4 DOMES comprise a Set. 


If your Jobber cannot supply you— 
write us direct. 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instan¢ée, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesdler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer’s sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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| NEW! A COMPLETE 


Win the Hodell Chainstore you have your choice of 4 ° 08 
different assortments of chain depending on location es , 
of your store and the nature of your trade. 








¥ T . ; 


‘ 








a 








Metropolitan Chainstore 
Complete, Containing ’ 

250 ft. No. 2/0 BULLDOG Coil Chain, Hot 100 ft. No. 250 H. G. Hot Galvanized Steel : i 

Galv. Finish Hodell Sash-Chain 
100 ft. No. 4 BULLDOG Coil Chain, Brt. 250 ft No. 1 BULLDOG Coil Chain, Brt. 

Galv. Finish Galv. Finish : t 
250 ft. No. 18 CEPECO SteelRegister Chain, 125 ft. No. 3/0 SAMSON Coil Chain, Brt. 

Coppered Finished Galv. Finish 















































100 ft. No. 3/0 Twist Link Machine Chain, Brt. Finish t bf 
One each Nos. 10, 11 and 15 Dog Lead Assortments % idk hi om ‘ 


LIST PRICE *@4°° LIBERAL DISCOUNT = i 
13) Colas i 
——=81 


Suburban Chainstore eee 
Complete, Containing aes at 0 =" =a 


250 ft. No. 2/0 BULLDOG Coil Chain, Hot 125ft. No. 1 BULLDOG Coil Chain, Brt. 

































































Galv. Finish Galv. Finis 

100ft. No. 3/0 SAMSON Coil Chain, Brt. 250 ft. No. 100-B. G., Brt. Galv. Steel Hodell 
Galv. Finish Sash-Chain 

100 ft. No. 3/0 Twist Link Machine Chain, 250ft. No. 250-B. G., Brt. Galv. Steel Hodell 
Brt. Finish Sash-Chain 


One each Nos. 10, 11 and 15 Dog Lead Assortments % 
LIST PRICE *9@°® LIBERAL DISCOUNT 





Country Chainstore Spee Cae an 
Complete. Containing ey Oe sae 
125 ft. No. 2/0 BULLDOG Coil Chain, Hot. —_-100ft. No. 3 BULLDOG Coil Chain, Brt. ‘ 
Galv. Finish Galv. Finish 
125ft. No. 3/0 SAMSON Coil Chain, Hot —100ft. No. 17 CEPECO Single Steel Jack 
Galv. Finish Chain, Bright Galv. Finish 
100ft. No. 5 CLEVELAND Pump Chain, _100ft. No. 250H.G. Hot Galv. Steel Hodell " 
Hot Galv. Finish Sash-Chain ta: 


One each Nos. 10, 1] and 15 Dog Lead Assortments % 
LIST PRICE *44°° LIBERAL DISCOUNT 
Automotive Chainstore 


Complete, Containing 
100 ft. No. 4/0 Twist Link Machine Chain, 2 only No. 1018 Hodell Spare Tire Lock 





Brt. Finish Chain, unhardened 
100ft. No. 4/0 SAMSON Side Chain Brt. 2 only No. 1027 Hodell Spare Tire Lock 
Galv. Finish Chain, unharde ned 
100 ft. No. 3/0 SAMSON Side Chain Brt. 3 only No. 1136 Hodell Spare Tire Lock . 
Galv. Finish Chain, welded, case hardened, Duco 
100 ft. 7/32" Welded Side Chain Hot Galv. finish 
inis! 


2 sets No. 1 Tire Chain Adjusters 


100 ft. No. 5/0 Twist Link Machine Chain, 
” Bright Fintch _ Ses Hes lane Cheats Adjaatene Md 4 aT | \ TN Y ROV9VSTS A) 
LIST PRICE *7 °° LIBERAL DISCOUNT COOPER AVE. AND PENNA. R.R. .. CLEVELAND, OHIO 
% (The No. 15 is in the Duco Finish. Nos. 10 and 11 are in the Bright Finish) Established 1886 











THE CHAIN PRODUCTS COMPANY Your new “Chainstore” puts chain in a new sales class. Rush quotations 
Cooper Ave. and Penna. R. R. and complete information. 
Cleveland, Ohio 





My jobber is 7 


Name — Se Gey —— 
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from 


American Steel & Wire Company 


he the Yuletide, with its 


inspirations of good cheer is with us—the New 
Year approaches—and we sincerely extend 
to you our very best wishes for a very 


MERRY CHRISTMAS and a 
re) LAPPY. PROSPEROUS 


afar, | NINETEEN THIRTY ss 


Protector Poultry Fence 
Union Lock Poultry Fence 
Banner Poultry Fer 


Poultry Nettin dpe * ; é ™ 
Staples, Ba rhed Wir ra 4 ss 
Wire of All ide. A g° * 
aid ; 
o ey’ 
ince : 


























American Steel & Wire Company 


UBSIDIARY ¢€ 7 CORPORATION 


208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland 
Dallas Denver Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul 
Oklahoma City Philadelphia Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Franci Los Angeles, Portland, Seattle, Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 














